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Make More Profit This Season 


with a 


BUTCHERING 


OUR farmer customers are spending money 

every year for home butchering supplies. 
All this profitable business should be yours. Get 
it into your store this season. 

Here’s how. Set up a HOME BUTCHERING 
DEPARTMENT that will make your store head- 
quarters for home butchering supplies. All you 
have to do is clean off a counter and get 
together: 

CHOPPERS 
STUFFING ATTACH- 

MENTS 
SAUSAGE STUFFER- 

LARD-FRUIT 

PRESSES 
KNIVES 
CLEAVERS 
KETTLES 


MEAT SAWS 
MEAT PUMPS 
THERMOMETERS 
HOG SCRAPERS 
SHARPENING 
STEELS 
WIRE BRUSHES 
LARD PAILS 
CURING SALT 
GAMBRELS SEASONING 
MEAT HOOKS CASINGS 


and all of the other butchering items in your 
stock. 

To make this department stand out in your 
store so that your customers can’t miss it, write 
us for a FREE “HOME BUTCHERING SUP- 
PLIES” display sign shown in the illustration 
and other free display material. 

You will get the most out of this HOME 





BUTCHERING DEPARTMENT if you feature 
“ENTERPRISE” Choppers and Sausage Stuffer- 
Lard-Fruit Presses. Not only do they carry a 
generous profit for you, but “ENTERPRISE” is 


a name known to farmers the 
world over. Furthermore a 
powerful consumer advertising 
campaign in leading farm 
papers in your section will re- 
lease 9,343,708 messages to 
farmers this season explaining 
the big advantage of “ENTER- 
PRISE” equipment over ordi- 
nary equipment. 

Get started early. Check over 
your stock now. If you haven’t 
enough “ENTERPRISE” Chop- 
pers and Sausage Stuffer-Lard- 
Fruit Presses on hand order 
from your jobber right away. 























Photograph of HOME 
BUTCHERING DE- 
PARTMENT cour- 
tesy of Lloyd H. 
Daub, Hardware, 
Norristown, Penna. 


PRIZE CONTEST 


We want hardware dealers to set 
up HOME BUTCHERING DEPART- 
MENTS because we know they will sell 
goods. We want photos of the best 
department so we can give the plan 
wide publicity. For this reason we are 
giving 18 cash prizes for photos of the 
best department. All you have to do is 
fill out the entry blank which you'll get 
with the free display material and send 
it in with the photo of your department. 

Everybody has a fine chance of win- 
ning because there are three sets of 
prizes. Those Dealers in towns of under 
10000, are in one group; those in 
10,000 up to 25,000 in another; and 
those in 25,000 and over in the third 
group. In each group there is a $25.00 
first prize, three $10.00 prizes and two 
$5.00 prizes. 











BOS 


A The eyes have it! 


Built upon a most successful season of con- 
sumer approval and acceptance, the BOSS 
line of kerosene stoves and ranges for 1940 
offers even better values and dealer profits. 
Many BOSS Dealers were able to establish 
themselves in a single season as leading oil 
stove distributors in their localities. 





BOSS offers a similar opportunity to other fur- 
niture and stove dealers who are interested in de- 
veloping volume business in this expanding mar- 
ket. Write today for Catalog. 
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18 the Thanksgiving issue of the Saturday 
Evening Post, Yale— appropriately enough — 
says “Thanks.” 


Using a full column ad, we thank the public 
for the support they have given you, the hard- 
ware dealers who sell Yale. Thank them—and 
in line with our consistent advertising policy— 
register in their minds that Yale Locks can be 
bought through the hardware trade. 


for the SUPport you have 


That's why, when the customer thinks of locks a 
—he thinks of Yale. And when he thinks of era —— 
alters who sell Yale. 


Yale —he thinks of you! 
Thanks... 


Just another indication that: 
for the fact that todg 
stands guard o tee 


THE NAME YALE HELPS MAKE THE SALE Sauaiags Pst! 
OTE appest in the 
for November 25th 


THE YALE & TOWNE MFG. CO.) ates 


Evening Post. 
STAMFORD, CONN. U.S.A. 
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That “U” stands for Upson Quality 
... but to you it means customer 
satisfaction—and sales. 

It tells you—and you can tell your 
customers—that here is a bolt made 
of tough, strong Republic steel. Here 
is a bolt that is easy to use—accurate 
in shape and size—with full, sharp 
threads—produced by Republic- 
made dies and the most modern 
equipment. Here is a bolt that you 


can pull up tight—without wrench 
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slippage—and a bolt that will hold. 

Tell your customers about the ‘“U”’ 
on Upson Quality bolts and what it 
means. Have them try Upson prod- 
ucts. Then you'll find that the “U” 
means uniform satisfaction. 

Ask your jobber for Republic 
Upson Quality headed and threaded 
products. If he doesn’t stock them, 
write us. Republic Steel Corporation, 
Bolt and Nut Division, Cleveland, 
Ohio or Gadsden, Alabama. 
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The Republic Upson Quality line of headed and 
threaded products is complete— machine, carriage, 
lag, plow and other bolts; nuts; cap screws; turn- 


buckles; wire rope clips; rivets; and other items 


which bring the total carried in stock to more than 


20,000 — ready for prompt delivery. 


*Reg. U.S. Pot. Off. 
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SELL THEM THE 


“MAKINGS” ; 


OF A PLEASANT, PROFITABLE HOBBY! 


STANLEY “HOeBy 


Show us the man 


to their a Ppeal. 


Practica] 3-Star Sets 
5-Star sets in met 


Ask your ob 
Jobber about the world’s finest tool set 
ets today! 


wh t li 
show us the dealer ea ies vetoes nt 


Stanley “Hobby House” Tool 


in cardb 
. —— ts Oard boxes at $3. 


d cabinets. 


HOUSE” Tog SETS 


Stmas! And 
Sales with 
ke respond 








n’t boost his holi 
da 
Sets! Young and old ali 


98 to $10, 


to $10. 7-Star sets up to $88 














(LEFT) 

3 STAR 
xk 

No. 884. 

14 Tools in 
Cardboard 
Box .. $5.00 


(RIGHT) 

5 STAR 

kk kkk 
No. 882A. 10 
Tools in Metal 
Box $6.00 



















STANLEY 
GIFT- 
WRAPPED 
TOOLS 





Are you taking advantage of the 
Stanley campaign that’s making 
tools a big gift item this Christmas? 
Have you ordered your stock of the 
12 Stanley quality tools in colorful 
red-and-gold window boxes with 
Cellophane bows and gift tags? 





7 STAR 
tot Ok Ik 
No. 875. 25 Tools 
in Wood Chest. 
$15.00 






5 STAR kkk 


No. 883. 17 Tools in Metal 
$10.00 


7 STAR kKkkKkkkKK 
No. 861. 32 Tools in Wood 
INE ccc coaden .. $38.00 







Trade Mark 




























STANLEY TOO 


DIVISION OF THE s L 5 
me BRITAIN, CONN. U, 5, 4 
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S Thermometer styles 








HAVE CHANGED, TOO 


Style is the magic wand of successful 
merchandising. What it has done for 
the automobile, the appliance dealer, 
the clothier, it can do for thermometer 
sales in your hardware store. 





Hook into this situation by featuring 
these latest thermometer inventions 
at once. 


Their style is news, and news gets at- 
tention. Their designs are beautiful, and 
beauty stimulates universal interest. 
Their adaptation is modern, and mod- 
ern things appeal to modern people. 


Hardware stores sell over $2,000,000 
worth of thermometers annually, so 
you've got a big market to shoot at. 
There's maximum profit in the 
American line, so you've got plenty 
of margin to work on. Order now 
from your jobber, or wire us direct. 


x * 
* » 
An) ee 
+o MERICAN 
THERMOMETER COMPANY 
SAINT LOUIS U.S.A. 











»; BUILD 'EM 
ji, CHEAPER 


No mechanical equipment about the home or 
farm is called upon more frequently for service every 
day than a water system. And this service demand 
continues to grow from week to week. More water 
for household, for barn and feed lots, and for many 
other purposes is amplified in thousands of instal- 
lations where water requirements soon become too 
severe for small capacity water system installations. 




















That's the reason Myers Water Systems are full 
size, full capacity, full quality. An adequate supply 
of water for every need. Freedom from repairs and 
adjustments. Minimum operation costs. Durability 
for long time performance. We could build them 
cheaper, but in so doing break down our sincere 
efforts over many years to maintain highest qual- 
ity standards at favorable prices that will bring 
good will and profits to dealers, and sustain the con- 
fidence and respect for the name Myers on the part 
of their customers and friends. 



























































The very best insurance against inadequate ca- 
pacity and performance uncertainty is to sell and 
install Myers Water Systems with the excellent new 
line of Myers Ejecto's thrown in for good measure. 


Write or wire, or call our nearest distributor. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 


Tak: -Hat 
MYER rs 








$1G.2510 noe WATER SYSTEMS 


PUMPS — WATER SYSTEMS — SPRAYERS — HAY TOOLS ~DOOR HANGERS 
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No. 718 





No. 719R 


—_—! 


No. 107 Drawer Pull 




















All cabinets need this 
modern beauty-touch! 


HE installation of this modern hardware 
adds just the proper finishing beauty- 
touch to complete the cabinet job. 


But quite aside from appearance is the 
smooth and efficient manner in which the 
hinge-and-catch actions perform. 


National 


CABINET HARDWARE 


represents the last word in design and lustrous finishes. 
The wide assortment of styles and designs which are 
embraced in the National line are sure to please the 
most discriminating. And as always the National 
standard of quality and workmanship distinguishes 
this hardware. 


There is an all-season buying interest in this type of 
merchandise. Why not order your supply now? 
Consult your National catalog for further informa- 


tion. If you do not have a catalog we shall be pleased 
to mail you a copy. 


National Manufacturing Co. 
STERLING - ILLINOIS 


National Builders’ Hardware is sold direct to the retail dealer—a 
policy that promotes quality, service and direct selling cooperation. 




















es No. 106 Solid 
No. 760S Cabinet Door Set No. 770R Cabinet Door Set No. 770S Cabinet Door Set Brass Door Pull 
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Sup er-X 


LONG RANGE-SHORT SHOT STRING 


Shotgun Shells 


Progressive Burni 
Ng Smokeless Powder 
NON-CORROSIVE PRIMERS 
MARE UL & A, 


PERT and SUPER-X are the 
trade names by which cus- 
tomers call for WESTERN ammu- 
nition. Now, during the hunting 
season, they are magic words be- 
cause of the way XPERT and 
SUPER-X shot shells and car- 
tridges bring down game! 
Upland game hunters call for 
XPERT shells, to be sure of dense, 
uniform hard-hitting patterns. 
Wildfowl hunters call for SUPER-X 
shells, with Short Shot String, for 
clean kills at longer ranges. Big 
game hunters demand SUPER-X 
center fire cartridges for their 
deadly Lubaloy bullets and world- 
champion accuracy. Small-bore 
riflemen insist upon SUPER-X 


Long Range .22’s for small game 
and XPERT .22’s for all-purpose 
shooting, because these cartridges, 
too, are supreme in performance. 

To help-those who ask you for 
XPERT and SUPER-X ammuni- 
tion, WESTERN maintains the 
largest direct-by-mail advisory 
service for shooters. This free 
service, and continuous WESTERN 
national advertising, make them 
call for XPERT and SUPER-X by 
name. 

These trademark names will be 
spoken across dealers’ counters 
millions of times this fall—keep- 
ing the cash registers ringing! 
WESTERN CARTRIDGE COMPANY 

Dept. K-50 East Alton, Illinois 


WORLD CHAMPION AMMUNITION 





















GET MORE VOLUME FROM THESE 
TAYLOR HOUSEHOLD THERMOMETERS 











Coc Fuuse and Fer OSC 


From left to right, Taylor 
DeLuxe Window Thermom- 
eter, No. 5300. Each, retail, 
$3.50 © Indoor Wall Ther- 
mometer, 6” long, No. 5126. 
Each, retail, $1 © Window 
Thermometer, finished in 
ivory vitreous enamel with 
gray border, No. 5304. Each, 
retail, $2.50 © New Taylor 
Temprite Window Ther- 
mometer, No. 5316. Each, 
retail, $1. 





From left to right, Taylor new 
Roast Meat Thermometer, 
No. 5936. Each, retail, $1.50. 
¢ Taylor BINOC Bake Oven 
Thermometer. No. 5928. 
Each, retail $2. © Taylor 
BINOC Candy and Jelly 
Thermometer with stainless 
steel scale. No. 5908. Each, 
retail $2. e Taylor Deep Fry- 
ing BINOC Thermometer, 
with adjustable clip, No. 
5910. Each, retail $2. 








SELL THESE COOKING THERMOMETERS 
TO EVERY HOUSEWIFE 

















“FISH BY BAROMETER,” SAYS THIS 
NEW TAYLOR INSTRUMENT 

















A new source of profit. This 
Taylor Fisherman's Barom- 
eter has already made 
thousands of friends. Every 
rod-and-reel enthusiast is 
a prospect. Now fishermen 
rely on this scientific answer 
to that age-old question, 
“will they bite today?” 94% 
accurate. No more guess- 
work. Model No. 2280F. 
Each, retail, &5. For alti- 
tudes 3500 —7000 ft.. No. 
2280FHA, $6. 





Today in Taylor you can satisfy 
all home needs with many styles 
in a wide range of prices. Here’s 
a line built for profit according 
to trade and consumer demands. 


gee MERCHANTS said to us: “Taylor 
, Thermometers are quality items. But 
your line is not long enough. . . your prices 
not wide enough to help us get more volume. 
Can’t you do something to meet all our 
customers’ demands?” 

We did. And today the Taylor line en- 
ables you to sell thermometers according 
to price and quality for every household 
need. Today you can get Taylor Thermom- 
eters from 25 cents up. With new designs... 
new, greater values to exchange for your 
customers’ money. 

There are several exciting new items in 
the line. Ask your wholesaler to show them 
and all the Taylor 1939-40 line to you. Be 
ready for the early winter and Christmas 
buying. Cold weather is thermometer 
weather. The Holiday Season is a good 
thermometer season. Taylor Instrument 
Companies, Rochester, N. Y. 














PROFIT FROM THE WEATHER WITH TAYLOR 
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- QUICK TURNOVER 


FFER a number of people their 
QO choice of several brands of house- 
hold cement—and see which brand 
they choose. 

More than likely they'll choose 
Duco Cement . . . the brand that’s 
made by Du Pont. And this goes for 
auto polish, auto wax, paints, and a 
lot of other things too. 

Why? Because, after all, people do 
recognize the value of this name, even 
ona little item. Your customers know 
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that the name “Du Pont” means: 
(1) that the product is the finest avail- 
able for the price; and (2) that the 
product does everything the makers 
claim for it. 


Duco Cement is a clear, flexible, 
waterproof cement which holds per- 
manently on china, glass, wood, 
leather, metal, paper, fabrics . . . on 
practically everything except rubber. 
And it’s not affected by hot water 
washing. 


Take advantage of the Du Pont 
name, and stock Duco Household 
Cement. Keep it where people can 
see it. Then watch the tubes move 
out and the profit move in! 

* ** * 

Better take the first step right now. 
Ask your jobber, or write us, for net 
prices and full information. E. I. 
du Pont de Nemours & Co., Inc., 
Wilmington, Delaware. 


GU POND 


REGUS. PA 


REG. U.S. PAT. OFF 


CEMENT 
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5k above results are from a national survey 
just completed. Through the courtesy of Na- 
tional Painters Magazine every 30th name on their 
list received one of the above cards. Here are the 
results tabulated from the returned postcards. 
When Painting Contractors painted their own 
homes: 
93.6% used only Gum Turpentine 
4.2% used substitutes 
2.2% used both 


100% 








Sell VANNED CUM TURPENTING 


The Painting Contractor is your star customer. 
He wants paint mixed with Pure Gum Spirits of 
Turpentine. Gum Turpentine is now packed in 
attractive lithographed tin containers in standard 
sizes up to five gallons. Stock canned Gum Tur- 
pentine bearing the AT-FA Seal of Approval. Dis- 
play it and double your Gum Turpentine sales. 





AMERICAN TURPENTINE FARMERS ASSOCIATION 
COOPERATIVE 
Valdosta, Georgia 


When Whey Printed Vhecr own homes 


Q our or JQ 


PAINTING CONTRACTORS 
Used 


GUM TURPENTINE 





The AT- FA Seal of 
Approval on canned 
Gum Turpentine is 
your guarantee that it 
is the pure, genuine, 
unadulterated product. 
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sex. PENNUERNON... 


NOT JUST “WINDOW GLASS” 
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\V PENNVERNON Window Glass is clear. It permits good vision. 
For a sheet glass, it is exceptionally brilliant and reflective of surface, remarkably 
free from distorting defects. Both sides of the sheet are alike. And every light is 
paper-packed to protect it. Today, more architects than ever before are specifying 
this window glass. More contractors and builders are using it. More dealers are 
selling it...and selling more of it. This is the recognition which Pennvernon’s con- 


sistent and outstanding quality has won. Pennvernon windows are better windows. 


PITTSBURGH PLATE GLASS COMPANY 
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Mercury De Luxe models have set the 
“ ;. 1939 bicycle merchandising pace. Be- 
_ cause of their stellar sales performance, 
> we honestly believe that no Christmas 
- stock is complete without them. 


Their initial reception from the trade was 
most enthusiastic. Since then they have demon- 
strated their remark- 
able profit potentiali- 
ties on sales floors all 
over the country. And 
they have established 
this record in direct 
competition with 
virtually every other 
make of bicycle. 














The secret of their 
unusual success is not 








difficult to discover. ‘Way ahead in style and 
beauty, Mercury De Luxe models are neverthe- 
less surprisingly moderate in price. 


Best of all, these fully equipped models have 
proven their merit in the volume market. 
Therefore, you can be sure that they will give 
an excellent account of themselves on your 
/ sales floor. If you 
have not already 
included them in 
your Christmas stock, 
write for complete 
catalog and prices. 


* 
THE MURRAY OHIO 
MFG. COMPANY 


CLEVELAND, OHIO 
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FOR YOUR 1940 
SCREEN TEST! 


zr Keaoy Now 


~ 








~ 








OW handsome a profit you make on 
screen cloth next year depends a lot 
on how it looks when you unroll a 
strip of cloth in front of customers. Cyclone passes 
this test with the most particular customers. In a 
glance they can see that Cyclone’s mesh is all true 
and even—that the coating, whether galvanized, 
lacquered or painted, is smoothly and evenly ap- 
plied. And when you show them the neat, strong 
double-wire selvage and tell them that it makes 
screens easier to stretch square they'll be satisfied 
that you are selling high grade merchandise. 

You can show customers the fine quality of 
Cyclone Hardware Cloth, too. Every wire is per- 
fectly parallel. Cyclone’s improved galvanizing 
process brings the perfect mesh through the hot- 
dip galvanizing bath in such a way that no wires 
are moved out of position. Thus the evil of mis- 
placed or distorted wires, so common to ordinary 
cloth, is completely overcome. 

Cyclone “Red Tag” Screen Cloth and Hard- 
ware Cloth are famous for the long service they 
give. This reputation, plus the value of consistent 

10W CYCLONE’S .MODERN PACKAGING HELPS advertising of the Cyclone name, make the 
Cyclone “Red Tag” a valuable sales aid. 
‘(OU MAKE MORE MONEY ON WIRE CLOTH SALES Act now! +Get ready for 1940 sales. Order 
Cyclone Screen Cloth and Hardware Cloth today. 
El Dore Be sure to ask your jobber, or write us for the 
(at no extra charge) in a strong . many Cyclone sales helps that help you get more 
fibre carton which exactly fits hipshae — = 
the roll. This protects the cloth ‘ ' busines S. 
from damage and makes han- nit 4 
dling easy. The inventory tag 


in each carton simplifies inven- 
tory-taking. 






A roll of Cyclone “Red Tag”’ . 

Hardware Cloth makes an at- t = the mark customers remember 
tractive and sturdy display in = . 

itself. The straps of black metal, when they need steel products. 
which go around the roll and 7 
through the core, hold the roll 
firmly and prevent telescoping. 
Selvages are protected . . . the 
cloth can he used right down to 
the last foot. 


US'S ROOFING & SIDING SHEETS AMERICAN FUR FARM NETTING 
CYCLONE LAWN FENCE STRAIGHTLINE POULTRY NETTING 
GATES & FITTINGS CYCLONE SCREEN CLOTH & 
AMERICAN BARBED WIRE HARDWARE CLOTH 

HEX-CEL POULTRY NETTING BLUE BONNET BALE TIES 
PROTECTOR POULTRY FENCE NAILS, TACKS AND STAPLES 
AMERICAN FENCE CLOTHES LINES 


‘Retjagy” SCREEN CLOTH and HARDWARE CLOTH 
CYCLONE FENCE COMPANY, General Offices: Waukegan, III. 


Branches in Principal Cities 


>) STANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 


wNIPQED STATES STree 








This Means 


business for you/ 














Win TER is just around the corner. That means broken 
windows should be replaced now. And it means that most 
customers who come in are prospects for sales of glass. 

Remind customers that from cellar to attic broken win- 
dows are unsightly...let in drafts...cause illness and expense. 

For satisfied customers and protected profits, standardize 
on L-O-F Quality Glass and leave the label on. Many years of 
L-O-F national advertising have identified it to millions as a 
symbol of Highest Quality—it is the best-known trademark in 
the industry. 

There is a L-O-F Distributor nearby to serve you promptly 





Window Glass produced. 


3 for you—It is LESS BRITTLE, 
EASIER TO CUT and there is LESS 
BREAKAGE LOSS. 2 


s nly eee. 








and efficiently. Libbey-Owens-Ford Glass Company, Toledo, O. 


LIBBEY-OWENS- FORD 


QUALITY GIASS 


LOOK FOR 
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6 
L-O-F Quality Glass Has 
Six Superior Features... 4 
3 for your customers—It is CLEARER, i 
BRIGHTER and FLATTER than any i 
THE LABEL oz 
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NEW WINTER 
aNOlaIES 


— 


LIFT HUMP ———_—___—- 


THE HUMP DOES IT! 


“7 
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Write us for the best prices 
on coal shovels. 


HAMLIN METAL PRODUCTS CO. 


AKRON, OHIO 
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3 WAYS To GREATER 


SALES 


WITH G-E MAZDA LAMPS 





General Electric MAZDA lamps offer 
you these three dig selling advantages: 


1-BIGGER SALES— More people buy G-E 
MAZDA lamps than any other brand. That 
means bigger potential sales for you. Cash 
in by featuring these Jamps in a window 
display! 

2-QUALITY GUARANTEE—The reputation of 
the General Electric Company is behind 
each MAZDA lamp bearing the monogram 
$e. It’s your guarantee of a quality product 
you can sell your customers with confi- 
dence. Remember, too, G-E MAZDA lamps 
give your customers more light for their 
money because they stay brighter longer. 
Display them in the front of your store! 


3-NATIONALLY ADVERTISED—G-E Mazpa 
lamps have been consistently advertised for 
forty years. In the last six months alone of 
1939, General Electric is sending out to 
homes a total of 300,000,000 advertising 
messages on lamp bulbs and better light 
for better sight...in magazines, news- 
papers, and radio! Clip out the magazine 
ads and display them with your lamps. 


GENERAL ELECTRIC COMPANY 
Nela Park, Cleveland, Ohio. 





G-E MAZDA LA 
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| SELL THE RIGHT SAW f 
FOR THE JOB 


Aud Sell More Sau 
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Hand Saws 
(Cross-Cut and Rip Teeth) 















PERIL IRR ET, 


Coping Saws 





Sse eS 


~ 

Narrow Band Saws 
(for standard machines) 
ALES 


Read 
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_ QUALITY Saws 
POPULAR PRICES 







Circular Saws 
(variety of tooth types) 


ha 
“st 
Compass Saws & 


Many other types and sizes. 
See Atkins Catalog “3 
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@ SUCCESSFUL SAW SELLING is largely a matter of help- 
: ing the customer understand that one saw will not do every kind of 
é work satisfactorily. See that he gets the right saw for the one job he 
: has in mind and for those he has to do most often. And that right 
saw in a special sense is generally an Atkins —because he may Hz : 
remember his father had an Atkins—because the special tempered Ke “ 
“silver steel” and strong, sharp teeth thot stay sharp will do his job "hy Tu pr” 
cleanly without too much demand on his skill—because the satisfied 


customer comes back to the same place. 
But Keep On Selling 
By having a variety of Akins Saws different kinds in different price 
ranges displayed together you can show and talk about ALL the types. ¢ 
The result? Plenty of times you'll sell two saws instead of one. Some ° 
of the single sales will grow into double ones a week or a month 


later when the customer comes back for another you showed him. 
Sell Atkins Saws and build up regular repeat business. 


—_ . - CERTIFIED SAWS, SAW TOOLS, 
E. C. ATKINS AND COMPANY, 410 S. Illinois Street, Indianapolis, Indiana MACHINE KNIVES. ETC 
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Gven ciidlomen \S N PROSPECT FOR A 
SHARPENING STONE, GRINDING WHEEL OR SANDING PAPER 





OU don’t have to wait for special occasions to make a healthy profit 

on Carborundum Brand Abrasive Products. Sales opportunities come 
every day! Everybody who owns or buys an edged tool is a prospect... 
and that means just about everybody who comes into your store. 
Housewives! Home Craftsmen! Carpenters! Mechanics! Farmers! You can 
sell them a// when you stock up with a complete line of Carborundum 
Brand Abrasive Products... the famous fast-selling line that brings you 
those welcome profits from extra sales. Your jobber will be glad to give 
you complete information about the Carborundum line. Or write direct. 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N.Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, 
Pittsburgh, Cincinnati, Grand Rapids 
(Camborundum is a registered trade-mark of The Carborundum Company) 
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FOR EASY 
SALES AND 
QUICK PROFITS 
pair up with 


CARBORUNDUM 
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Woven Wire FENCES Boost Buying Power 


Mr. Flatau is one example among thousands. Good fences 
and good farming go together. Don’t you like to see the 
farms in your community IMPROVING from year to year 
rather than running down? Sell RED BRAND! It’s the ' 
one fence farmers everywhere know by sight, and by its 
reputation for long service in the fence line. It’s ““Galvan- 
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nealed,” copper-bearing, easy to handle, and distinctive « 
in appearance. a, 
RED BRAND is easier to sell—gives lasting satisfaction 2 
and builds your reputation as a good dealer. = 
© 
Zz 
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KEYSTONE STEEL & WIRE CO. 


Dept. P, Peoria, Illinois 
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o> JOIN 
Veg STIFF-STAY or HINGE-JOINT (T >) 
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Next Saturday afternoon... 
set two rolls of bethanized fence 





Next Saturday afternoon, beiore the crowd gets 
to town, put a couple of rolls of bethanized fence 
on the sidewalk outside your store. , 

Then watch the people. A lot of them will stop. 
They'll run their fingers over the smooth, clean- 
looking bethanized coating. They’ll notice the 










outside your store 


tight unflaked appearance of the wrap-joints. 
Some of them will come into your store and ask 
about the fence. 

That’s all you need. Because bethanized fence is a seller. 
It’s hog-tight, bull-strong, rust-fighting. The electrolytically- 
applied bethanized coating is pure weather-resistant zinc 
straight down to the core of rust-fighting copper-bearing 
steel. You can’t crack a bethanized coating. You can’t find 
a peeled spot in it anywhere. 

Display bethanized fence regularly. It’s an attention- 
getter, a prospect-stopper, a ready-seller—and a real business- 
builder. Bethanized fence sells at the same price as ordinary 
fence with far less to offer in the way of rust-resistance. 


BETHLEHEM STEEL COMPANY 
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These Slings 


MUST 


STAND THE 





























PHOTO JAMES SAWOERS 


IT TAKES GOOD MEN AND GOOD ROPE TO DO THIS WORK! 
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Rope, to be really good, must be quality controlled through 
every step of its manufacture! 


Columbian inspectors carefully check each and every: 
operation—from the selection of the finest Manila fibre by our 
. own experts living in the Philippines, to the final inspection 
k of the finished product. 

In the big Columbian factory at Auburn, New York, the most 
modern precision machines are operated by craftsmen highly 
skilled in the art of rope making. 


el AES. 


g That is the reason why Columbian Pure Manila Rope has a 

d gained international fame as being high in quality and QUALITY 

; dependability. 

COLUMBIAN ROPE COMPANY. . a 


Auburn, “The Cordage City,” New York every step of the way 


COLUMBUAN tiecsin: ROPE 
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NOVEMBER is a good | 
month for Chain sales 


@ All ACCO Chains sell well the year round. But during November 
there is an especially large demand for ACCO Proof Coil Chain, 
ACCO BBB Coil Chain and HC High Test Steel Chain. Your farm 
customers want them. Your town customers want them. 

A small display of these chains will make many sales for you. 
November is a good month for chain sales. Capitalize it. Sell 
American— and sell chains. 


AMERICAN CHAIN DIVISION «+ BRIDGEPORT + CONNECTICUT 





AMERICAN CHAIN & CABLE COMPANY, Inc. 
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HERE’S WHY HIBBARD TRUE VALUE beavers 





We give every True Value Dealer an unbeatable Turnover 
List and Retail Price Guide which enables him to stock staple 
best sellers that make him money. The choice of merchandise 
is right. The prices are competitive. The mark-up is adequate. 








We sell a True Value Dealer, modern, economical store 
Fixtures that will aid him in better storekeeping, more 
efficient selling. 








We install, when requested, a Stock Control System that 
makes every dollar invested in his business work for its keep. 





We supply him with a Rental Retail Price Service that enables 
him to offer his customers quick delivery on a choice of 40,000 
salable items he need not carry in stock. 








We furnish him with 6 Store-Wide and 46 Regular Weekly 
Promotions, complete from banners to price tickets, each 
built around seasonal, salable merchandise. Not a slack 
week in the year! 







6 Py 
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+ We supply him with a 52-Week Newspaper Mat Service geared 
to advertise the right goods at the right times. 








We design eye-catching Window Displays to tie-in with each 
of the weekly Promotions and draw people into his store. 











We supply him with Counter Top Equipment that really fits 
the merchandise—selling equipment scientifically planned to 
dramatize every item and create buying enthusiasm. 














If there’s anything more we can do to assist our dealers or if there’s any other organization 
that offers hardware dealers more help—we’d like to know what it is and who they are! 


HIBBARD, SPENCER, RARTLETT 8 ©. 


211 EAST NORTH WATER ST. 
—— io AAS CG. 
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Informal Editorial Comments 









































By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


American Toys :— 
The first World War _ necessi- i 





tated and inspired the creation of along the line came accurate. 100,000 Toys: 
the American toy industry on a though reduced size, replicas of . 
— major scale. Prior to 1914 the equipment used by grown ups. From the Toy Manufacturers of | 
playthings sold in this. country The American toy industry clicked the USA, Inc., comes the interest- 
were largely imported. Yet. for and in its earliest experiences was ing report that more than 100,000 
the last 10 years less than 5 per deeply indebted to wholesale and different types of toys are avail: 
cent of toys sold in this country retail hardware organizations for able from domestic producers, 
have been imported. When Amer- the prompt distribution facilities carefully planned to cater to va- ; 
: ican producers entered the mar- that accounted for an important ried pocketbooks, tastes and ages. 
A ket they soon provided better part of their first taste of a large Due to increasing cost of required 4 
; quality, more variety, a more sal- size, profitable sales volume. To- raw materials, advances are ex- 
' able and flexible price range and day the hardware trade continues pected on many Sey lines but the 
a a higher bracket toy line that rep- to be a major outlet for toy lines industry believes that its wide ual 
= ‘ resented faithful miniature repro- —_ and, as the Christmas gift selling  "tY and its very complete price 
G duction of adult goods. American — season approaches, it is appropri- range will more than offset the 
ingenuity sensed that when chil- ate that hardware folks give spe- effects of price advances. This as- 4 
dren are playing they are living cial eibention to their toy stocks. sociation also provides the inter- t 
in a world of “make-believe” and As an industry, the American toy esting data that 1939 business 
that their instinct is to pretend to makers find two-thirds of their Should include about $30,000,000 i 
be doing the same as their parents gross annual volume sold to con- for wheel goods and games (in- t 


cluding adult games) and about } 
$25,000,000 for dolls. The wheel 
goods and games volume repre- 
sents the largest single group in 


and older brothers and sisters are 


: —— sumers during the November-De- 
doing. Thus came a wide line of 


; ; cember period and have planned 
small stoves, small-sized dishes for thie 1939 holiday selline s 
and flat tableware with small-sized Pagar . 















_ cooking utensils, miniature wash- pig ay “ sit ie nea the toy business each year, partly 
n Fy ing machines, vacuum cleaners. veces page aap age because wheel goods manufactur- 
>! a carpet sweepers, etc., for the little aperstors ate agres _ we Om ers reproduce so faithfully minia- 
2% girls. For the small boys came we volume on toys is assured. ture models of full-size autos, 

i small sized chemical outfits, con- Therefore, hardware dealers should wagons, locomotives, etc. To sum 

% struction sets, inexpensive photo- plan their holiday toy sales ac- it all up the American toy indus- 

BS graphic equipment, small sized cordingly and be prepared to han- try anticipates a 1939 volume of 

Fs tool kits, miniature railroads, etc. dle this estimated increased vol- — $235,000,000 in which hardware 

-all built to accurate scale. All ume. wholesale and retailer distributors 
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should have an important share. 
They will have it if they study 
their stocks and the lines avail- 
able and really do a selling job, 
particularly during the rest of the 
year when two-thirds of this vol- 
ume is normally expected. The toy 
industry is a great credit to this 
country and has survived the de- 
pressions and recessions of the 
last 10 years better than many 
other groups whose products are 
sold through hardware channels. 
The hardware dealer who over- 
looks his toy-selling opportunities 
is missing, particularly in Novem- 
ber and December, one of the 
most active lines that is available 
to him. 


Orchids With Onions :— 


When I wrote the paragraph, in 
the last issue, entitled “Life In- 
surance” (see p. 15, Nov. 2, 
1939), I knew I was leading with 
my chin and inviting some rebut- 
tal. I have not been kept waiting. 
The orchids are here—flavored 
with onions. The first response, 
via telephone, comes from a hard- 
ware man whom I have known 
well for more than 20 years. Says 
he, “Do you think I should help 
support the Metropolitan Life 
when they compete with me by 
having a non-profit store for their 
employees?” Strangely enough 
this dealer rents a floor to an 
agency which represents a group 
of fire and casualty insurance 
companies—stock or old line com- 
panies at that. Being a promi- 
nent association man, a past pres- 
ident of several hardware groups, 
he of course enjoys mutual insur- 
ance at a saving. I answered his 
question by asking, “Why should 
your tenant rent a place from you, 
pay you rent or buy anything 
from you when you are support- 
ing mutual hardware insurance 
companies to the full extent of 
their available services?” Obvi- 
ously a little nonplussed he com- 
mented on the admitted efficiency 
of the hardware mutuals and said 
they saved him and other hard- 
ware association members some 
money. With this I agree for I 
carry hardware mutual policies 
myself and know how excellent 
are their rates and their services. 
I then suggested that perhaps Met- 
ropolitan Life Insurance Co. em- 
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ployees consider their mutual 
non-profit retail store efficient and 
a means of saving them money. 
He conceded the consistency of 
this argument but still maintains 
that we should fight the idea and 
that the Metropolitan Life store is 
a good local starting point. 


W hat to Do:— 


Summing up the problem it 
seems to me that, in the case of 
the Metropolitan incident, organ- 
ized dealers should not quarrel 
with this life insurance company 
but should register their kicks 
against the manufacturers or 
wholesalers who provide the mer- 
chandise for the store of Metro- 
politan’s employees. Surely such 
complaints would have more mer- 
it and probably would be more 
effective. Also in the entire Con- 
sumer Cooperative situation, as 
said before many times in these 
pages, organized dealers should 
attack all efforts of government 
(state or federal) to permit gov- 
ernment employees to help organ- 
ize cooperatives; should stop all 
efforts to provide special loan ar- 
rangements for co-ops through 
government auspices and should 
stop publicly supported colleges 
from espousing the co-op cause. 
This they could and should do on 
the basis that their own tax 
monies, taken out of too slim mar- 
gins, support government and that 
such funds should not be utilized 
to help create non-profit and non- 
tax paying competition. There 
you have the real issue. The Met- 
ropolitan matter is a mere by-play 
despite its sure-fire appeal to 
cause a commotion in dealer meet- 
ings or through other appeals to 
dealer groups. 


Short Cuts :— 


The thought now occurs that 
all of us seek “short cuts” for our 
own benefit but resent similar ac- 
tivity in others. All kinds of people 
are seeking an advantage for them- 
selves; yet they would deny the 
same privilege to others. For 40 
years hardware dealers have or- 
ganized association groups closely 
allied with mutual hardware in- 
surance companies that would of- 
fer a savings per year of ‘many 


times the annual association dues. 
Elsewhere, in about 10 places and 
for nearly 30 years, groups of 
hardware dealers have formed 
wholesale hardware companies to 
either acquire a buying advantage 
in the cost of goods or to obtain 
part of the margin that regular 
wholesalers would otherwise en- 
joy. And now consumers are tak- 
ing a leaf from the books of re- 
tailers and are entering the retail 
business on an organized cooper- 
ative basis that they may either 
buy cheaper or obtain some of the 
retailers’ margin. I wish it were 
not so, but it is so and I am not 
too sure that retailers have not 
invited it. Fundamentally, we all 
want to buy low and sell high. 
Such is human nature no matter 
whether we are selling goods or 
services. 


Huge Volume :— 


In this connection it is well to 
realize that the annual volume of 
retail sales lost through Consumer 
Cooperatives and Industrial Com- 
pany Stores is positively stagger- 
ing. In Ohio alone recent reports 
indicate more than $7,000,000 
worth of business through a farm 
co-op and according to a recent 
study on the growing mania to 
buy at wholesale a probable an- 
nual $1,500,000,000 worth of re- 
tail sales were diverted to em- 
ployee stores and to other schemes 
for robbing legitimate retailers of 
their rightful trade. These figures 
are of course on general merchan- 
dise lines but, nevertheless, in that 
total must be ample hardware 
store lost sales. And, to repeat, I 
do not see how much headway can 
be made trying to attack those 
who seek these “short cuts.” I do 
feel that both wholesalers and re- 
tailers have a genuine and proper 
right to protest to manufacturers 
and wholesalers who help foster 
these outlets by furnishing them 
the same merchandise, perhaps at 
prices comparable to dealer costs. 
That is the focal point for any 
fighting, for there is a claim for 
some protection from manufac- 
turers and wholesalers but very 
little claim for much more than 
courteous consideration to an ar- 
gument with those who attempt 
these “short cuts.” 
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Don’t Compete with this New 


BALL y BEARING 



















CLOSER 


... Sell ft! 





This new, better Lockwood Ball Bearing 
Super Closer is easier to sell because it has 

5 the three principal things door closer buyers 
want— 


I Extra power —unhampered by friction —to 
e close doors under any conditions without 
making them hard to open. 


Siete ar 


2 Greater strength in all vital parts—to stand 
® up under constant use—to minimize wear. 


Da Ne 


3 Positive insurance against leakage —to re- 
e duce maintenance costs—give more uniform 
good service. 





AIR + 5 


wee 
ae ee 


If you haven’t already received a copy of our illustrated folder describing 
this new Lockwood Ball Bearing Super Closer, send for your copy now. 


Lockwood Hardware ‘Mfg. Co. 


" a Roe! 
Division of Independent Lock Co. Fitchburg, Massachusetts _ [Lockwoop) 
if? s 
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They Lurn the 


Store Inside Out 
for Christmas 


see <\ 


The Wren Hardware Company, Fair field, 
Ala., believes in letting passersby 
see its holiday merchandise and uses 
its windows and sidewalk for display 


Toys and dolls were featured in 
this window. Note the display of 
wheeled goods on the sidewalk 
where passersby will see them. 


ISPLAY, display and more 
D display is the keynote to 

Christmas profits for the 
Wren Hardware Company of Fair- 
field, Ala. This firm believes in 
letting the passerby know what it 
has to offer in the way of holiday 
gifts and it acts upon its beliefs in 
convincing fashion. 

The average hardware store de- 
votes one or two windows to 
Christmas merchandise. This firm. 
however, displays its holiday lines 
in three large windows facing on 
two streets and also utilizes an- 
other window in an adjacent va- 
cant building. This building. 
formerly occupied by a furniture 
store is large enough to accommo- 
date an entire carload of gifts. 

In addition to these windows. 
the space in front of the store is 
used for a virtual “toy fair.” The 
wideness of the street and spaci- 
ousness of the sidewalk area and 
the good nature of the police de- 
partment permits this during the 
Christmas season. As a result, this 
concern has just about half of its 
goods either “out front” or in the 
show windows during the rush. 

The Wren Hardware Company 
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uses every other method at its 
command to garner in a big share 
of the holiday business. -It begins 
early, urges customers to make 
“lay-aways”~ and floods the city 
with handbills, advertising specials 
as well as profit items. The secret 
of its success, however, lies in the 
lavishness of its displays. 

Why all this worry about get- 
ting so much merchandise out in 
eye view? It takes nights of hard 
work to decorate the windows and 
incidentally they are changed at 
least three times during December. 
Moving the wheel goods and other 
“out front” merchandise in and 
out daily is no small job. The 
“reason why” is explained by 
L. W. Parker, manager and part 
owner of the store. 

“We hardware dealers in the 
past operated somewhat on the 
idea that the customer knew what 
he or she wanted and came in and 
asked for it,” said Mr. Parker. 
“But that is all wrong, especially 
during the Christmas gift season. 
The shopper now goes out to find 
what she wants, and I say ‘she’ be- 
cause women buy most of the 
Christmas presents. 
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“So our idea is to display the 
merchandise where it will create 
a desire to buy on the part of the 





There’s something different in 
each of the store’s four win- 
dows. This one plays up house 
furnishings for Christmas gifts. 


This window appeals to the hunter 

and to those who are interested in 

sports of all kinds. The mechan- 

ical toys in the foreground also 

aid in attracting the children to 
this window display. 
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passersby. The customer comes 
wondering what she will give and 
if she looks over our windows, our 
sidewalk displays and then comes 
inside she is apt to find it. We be- 
lieve, that it pays to have a com- 
plete stock, provided only, it can 
be displayed, otherwise our cus- 
tomers may not know we have it. 
The season is too short and every- 
thing is in too much of a rush for 
a salesperson to go hunt some item 
to show the customer. She looks 
at what is displayed and picks 
from the assortment shown. If the 
assortment is not big enough, she 
goes on down the street to make 
her purchase.” 

Mr. Parker further explained 
that the store was small and that 
in order to have a full range of 
display it was necessary to depend 
upon the windows, the sidewalk 
displays and any vacant windows 
in the neighborhood which might 
be rented. 


Interests Children 


The outside display proves par- 
ticularly interesting to children, 
who, after all, are the dynamos 
behind most toy purchases. All 
sorts of wheel goods including 
those in the higher price brackets 
are displayed. In fact Mr. Parker 
said he had better success with 
the better grade bicycles, veloci- 
pedes, scooters, wagons and 
skates. 

More display space was pro- 
vided inside the store by erecting 
shelves above the table top dis- 
plays. These shelves were sup- 
ported by angle iron risers and 
provided eye-level space for the 
display of merchandise which 
otherwise would have been more 
or less hidden from view. In ad- 
dition the store was decorated so 
as to present a “Christmas Gift 
Headquarters” appearance. 

The store installed its Christmas 
displays the day after Thanks- 
giving. In addition, profusely 
illustrated handbills, supplied by 
Hibbard, Spencer, Bartlett & 
Co., Chicago, were distributed to 
the homes, at factory exits, in 
automobiles and in the vicinity of 
chain grocery stores. The distribu- 
tions were timed to coincide with 
paydays in the main industries of 
the city. 
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Iwo types of handbills were dis- 
tributed, one in color, featuring 
electrical goods and better class 
of merchandise went to the higher 


class neighborhoods. The other 
featured popular-priced toys and 
gift goods throughout the poorer 
neighborhoods. Each circular car- 
ried illustrations of more than 100 
items and gave the price of each. 
Some of the circulars listed what 
might be considered traffic spe- 
cials. Among these were Christ- 
mas tree stands, lighting outfits, 
glass ovenware waffle irons, ham- 
pers and candy. 

The firm also installed a sign 
in the window offering to test out 
Christmas tree lighting sets free 
of charge. This gave an oppor- 
tunity to sell other sets where the 
lights were burned out, or the wir- 
ing defective. 

The Wren Hardware Company 
believes in high-pressure display 
rather than high-pressure selling. 
The sales force begins early in 
September to suggest that cus- 
tomers “buy early while selections 
are better and avoid the rush.” 
The prize customer is one who 
comes in just after Christmas and 
selects his presents for the next 
year. His purchase last year con- 
sisted of a chest of silver and the 
firm has “something special” 


picked out for him awaiting his 
next visit. 

To the great working class in 
the locality, the “lay-away” plan 
carries a special appeal. These 
also began accumulating in Sep- 
tember, and by December usually 
fill a large room. The appeal is to 
“select your Christmas gifts now, 
begin paying on them, and not be 
bothered about bills in the new 
year.” The store likes this class of 
trade because people who buy 
early, usually select their merchan- 
dise more carefully and are better 
satisfied. 

Two of the better class items 
which the sales force found it 
could merchandise over the coun- 
ter were electric mixers and elec- 
tric shavers, one to sell the man 
to give to the wife and the other 
for the wife to give her husband. 
The shaver was kept hooked up so 
that it could be demonstrated. 
Each of these items sold for $15.00 
and came within the price range 
most men and women like to pay 
for presents for their “better 
halves.” 

Besides wheel goods, other items 
which sold best at Christmas were 
dolls, mechanical toys, electrical 
appliances, sporting goods, kitch- 
en ware and tools suitable for 
workshop use. 





CHRISTMAS WINDOW FOR SMALL APPLIANCES 
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A colorful holiday background display card and an attractive arrange- 


ment of small appliances will stimulate Christmas gift sales of these 
items. This window background is a display card in eight colors created 


for hardware dealers by Landers, Frary & Clark, New Britain, Conn. 


The display is furnished complete with 500 Christmas booklets or 


shopping guides. 
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He Makes 


J. M. Boies interviews a husband in his office 
on the suitability of ironers for X-mas gifts. 


“Holiday Calls on Husbands 


J. M. Boies, Clatworthy Hardware Co., 


Fort Morgan, Colo., visits them in 


oe ET out and call on hus- 
(; bands in their offices if 
you want to sell major 
appliances for Christmas gifts.” So 
says J. M. Boies, manager of the 
major appliance department at the 
Clatworthy Hardware Co., Fort 
Morgan, Colo. Mr. Boies does an 
outstanding Christmas volume 
every year on washers, ironers, 
radios and similar items as a result 
of a personal follow-up program in 
which he visits numbers of hus- 
bands whose wives have expressed 
a desire for specific appliances. 
Along about the middle of No- 
vember every year, Mr. Boies goes 
through his appliance prospect file 
and makes up several lists of 
names, one of ironer prospects, 
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their offices and builds business 


in major appliances for Xmas gifts 
' & 


one of washer prospects, one of 
radio prospects and so on. In 
many cases the prospect card will 
show the occupation of the hus- 
band. If not, Mr. Boies gets this 
information from the directory. 
From then on until Christmas 
this Colorado appliance man keeps 
himself pretty busy calling on hus- 
bands. Among those who have the 


money to buy or are making sufh- 
cient money to be granted credit, 
his percentage of sales is high. His 
calls are made only on “live” pros- 
pects—men whose wives the appli- 
ance salesman knows are in the 
market for the article he’s selling. 
And, by making the calls fairly 
early, the dealer representative 
usually catches the husband before 
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he’s made other plans for his 
wife’s Christmas present. 

A dual appeal is used in mak- 
ing the calls. First, the fact that the 
article offered is one the husband 
knows will give pleasure or save 
labor—something that she has ex- 
pressed a desire for. Second, the 
fact that in buying this appliance 
the husband will be “killing two 
birds with one stone.” He'll be giv- 
ing his wife a real gift for Christ- 
mas and he'll save himself the ne- 
cessity of buying the appliance 
later on in the year. 


Takes a Sample 


To stimulate interest on the 
part of the husband, providing he 
hasn’t been contacted before when 
the prospect was first obtained, Mr. 
Boies often takes along a sample 
appliance. For instance, if the wife 
has wanted an ironer, he takes 
along one of the new table model 
ironers. It’s easily carried and the 
showing of the merchandise in the 
husband’s office often clinches the 
deal immediately. The same thing 
can be done very effectively with a 
small radio. 

If the prospect is in the market 
for a washer or some other large 
item that can’t be carried around, 
Mr. Boies invites the husband to 
come into the store to look over 
the line at an appointed time. By 
making a definite appointment and 
following it up by telephone in 
case the husband fails to come in 
at the appointed time, he gets an 
excellent percentage of store con- 
tacts from his outside calls. And 
usually, once the husband is given 
a demonstration of the merchan- 
dise, he buys it. 

To further increase interest in 
major appliances at this season, 
the store runs a demonstration 
week during the last week before 
the holidays. A demonstrator who 
shows both washers and ironers is 
brought into the store and given 
a front display station. Large 
banners in Christmas colors placed 
over her display at the front of 
the store, feature washers, ironers 
and refrigerators. 

This demonstration week is ad- 
vertised in three ways. It is an- 
nounced in the newspapers; invi- 
tation cards are sent to a complete 
prospect and customer list, and 


36 


telephone invitations are extended 
to immediate prospects whom the 
appliance manager is working on 
at the time. 

The cards sent to the home often 
help stimulate interest on the part 
of the husband. The wife is re- 
minded of her need for one of 
these appliances and will often 
mention it to her husband as a suit- 
able gift. 

Because of their reasonable price 
and the fact that they are suitable 
for gift use among women who al- 
ready have washing machines, par- 
ticular emphasis was placed on the 
portable ironers during the 1938 
season. One window was devoted 
entirely to this line all through the 
holidays. 

The well-advertised store dem- 
onstration also served an impor- 
tant purpose in promoting store 
traffic. People downtown doing 
Christmas shopping would often 
drop in to see the demonstration 
whether they had any intention of 
buying hardware store gifts or not. 
Once they were gotten into the 
store, they often remained to buy 
small gifts. 

Gift prospecting by means of 
the appliance file isn’t the only 
means of obtaining leads for the 
Christmas business. All employees 
are asked to “keep their ears open” 
among friends and neighbors and 





turn in the names of people who 
are likely to be in the market for 
merchandise of this type. 

Another thing that has helped a 
great deal in developing the gift 
business on major appliances has 
been a simple method of gift pack- 
aging. Any major appliance sold 
for a gift is enclosed in a huge Cel- 
lophane sack and tied with bright- 
colored bows. Ths husband is 
given a gift tag to make out at 
the time the purchese is made and 
this is attached before delivery. 


Activity Pays 


“Our efforts in following up ap- 
pliance leads at Christmas prob- 
ably account for 50 per cent of the 
company’s December volume,” 
says Mr. Boies. “The large size of 
the appliance sale piles up in com- 
parison with the usual small gifts. 
That’s one of the main reasons why 
we go after this business so 
strongly. 

“Certainly the time and expense 
we put into the Christmas appli- 
ance campaign are well justified 
from every standpoint. They not 
only mean a lot of major appliance 
sales but also help bring gift buy- 
ers into the store, people who often 
take along quite a selection of 
smaller gifts as well as the major 
one.” 





Watching Your Step in the Hardware Store 


LWAYS give prompt care and attention to ail injuries, no matter how 
slight they may,seem to be. Take every precaution to safeguard your 
customers while they are in your store and see to it that no harm can come 
to passersby. In that way you'll avoid the possibility of injuries and lawsuits. 








A complete first aid kit should be 
standard equipment in your store 
and even minor cuts should be dis- 
infected and bandaged at once. 
Cracked glass is a hazard at all 
times and fastening adhesive tape 
over the crack will keep children 
from cutting hands until the glass 
is replaced. 
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A miniature railroad yard—built 
to quarter-inch scale—is the chief 
hobby of Gilbert Richter, distribu- 
tion manager of the warehouse of 
Central Hardware Co., St. Louis, Mo 
The yard, part of which is shown, 
has 30 ft. of intricate switch yards 
and 100 pieces of rolling stock in- 
cluding freight cars, Pullman cars 
and locomotives. The yard also has 
a complete roundhouse with opera- 
tor turntables, signal-control towers 
and miniature forges. The station, 
is complete even to baggage trac- 
tors, miniature luggage, “red caps,” 
etc. The other illustration shows 
Mr. Richter and part of his collec- 
tion of locomotives, from American 
manufacturers, including models of 
engines used by the Flying Scots- 
man, Royal Scot, Blue Comet, etc 
He is also a fishing and hunting en- 
thusiast. 


Hardware Association. 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 


NOVEMBER 16, 1939 








When the Hon. George B. Sprowles, Claysville, Pa., hardware 
dealer goes fishing he pulls in some real big fellows. Here 
is Mr. Sprowles holding three large mouth bass,’ weighing 
512, 5 and 41/2 lb. respectively, which he caught on a recent 
fishing trip he made in Ontario, Canada, with his three 
sons. Mr. Sprowles has been a hardwareman since 189] 
but can only claim fishing as a hobby during recent years. 
He is well known to eastern dealers, in particular, as a 
former president of the Pennsylvania and Atlantic Seaboard 
He has served as a State Senator 
in Pennsylvania 
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ITH outside competition 
encroaching more and 
more upon established 


hardware lines, hardware dealers 
must take inventory of their stocks 
to discover new merchandising 
possibilities. One such opportunity 
is home butchering equipment 
which hardware dealers have been 
selling for years. But it warrants 





Hom B utchering 


13,500,000 hogs were slaughtered last 
year on 4,620,355 farms. Departments 
for home butchering supplies offer an 


opportunity to cash in on this market 


a new merchandising job—a job 
which should be done now while 
the advantage is still yours. Home- 
butchering has returned to favor 
among the millions of farms in the 
United States. It represents a new 
opportunity for concentrated and 
aggressive hardware store pro- 
motion. 

Looking at the market in round 
figures, we find that in 1938, the 
number of hogs slaughtered on 
farms totaled almost 13,500,000. 
Eighty-one per cent of the farms 
in the eight South Atlantic states 
slaughter their own hogs while, at 





the other end of the scale, we find 
that 40 per cent of the farms in 
the 11 Far Western states engage 
in home slaughtering. But even 
40 per cent is a healthy figure 
with which to deal when discuss- 
ing market possibilities. In be- 
tween we have 75 per cent of the 
farms in the East North Central 
and West North Central states do- 
ing their own slaughtering and 
66 per cent and 69 per cent, re- 
spectively, in the South Central 
and North Atlantic states. 

A glance at the map accompany- 
ing this article will best illustrate 
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Here Is Your Market! Poe 
H—represents the number of 2% 
hogs slaughtered on farms. J 
F—represents the number of 
farms on which they were 
slaughtered. 
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a Selling Opportunity 


for Hardware Dealers 


HOME 44.» 
BUTCHERING 
SUPPLIES. 





Interior display of home-butchering supplies installed in 
the hardware store of Lloyd H. Daub in Norristown, Pa. 


the extent of this market. Further 
proof of the importance of home 
butchering may be gleaned from 
a survey on this subject made by 
a farm magazine. Of 500 farmers 
queried, 342 or almost 65 per cent 
stated they slaughtered animals on 
their farms. 


The Reasons 


What are the causes behind this 
return to the “good old days”? 
Perhaps it is because never before 
has it been as easy for Mrs. 
Farmer to cure and can her own 
meats; to make her own sausage 
and to do these things in sufficient 
quantity to feed her family for 
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months at a time. In this work 
she is helped by agricultural 
agencies, home economic bureaus. 
farm bureaus and farm papers. 
They send her pamphlets and 
literature to teach her canning and 
curing and new recipes to keep her 
interested. 

Mr. Farmer, too, learns how to 
butcher properly; learns about the 
cuts of meat; what equipment to 
use, and how to keep it in good. 
working order. 

War in Europe and its effect on 
prices possibly will make home 
butchering even more widespread. 

The hardware dealer for years 
has carried in his store practically 
every item a farmer needs for 
butchering and practically all the 





equipment Mrs. Farmer needs for 
her end of the job. But perhaps 
because the hardware dealer has 
not realized the extent and popu 
larity of home butchering on 
farms, he has not promoted home 
butchering equipment as actively 
as it should be promoted. 


Small Investment 


The actual stock investment re 
quired by the hardware dealer 
serving a farm community will be 
small as can be seen by inspecting 
the following list of equipinent 
much of which is already on the 
dealer’s shelves: . 

A good set of butchering tools 
should include a sticking knife. 
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skinning knife, boning knife, 
butcher knife, steel. cleaver. 
scrapers, meat saw, and metal 
hooks. Other items that are useful 
are a meat pump, meat-curing 
thermometer and a meat needle. 


And, in addition, we have block 


Slaughtering is done in the cold 
months of the year and within the 
next few weeks the farmer will be 
busy assembling, . replacing, and 
conditioning the: required tools. 
December is the month in which 
farmers probably do most of their 


A Hardware Age Original Window Display Idea 
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This suggested window display should remind the farmer 
of the various supplies he needs for home butchering. 


and tackle, rope, kettles, and wire 
brushes. 

Mrs. Farmer, before starting 
her part of the work, will require 
choppers, stuffing attachments, 
sausage stuffer-lard-fruit presses. 
lard pails, curing salt, seasoning, 
casings and perhaps pressure 
cookers, jars and cans. Grinding 
stones will be necessary for sharp- 
ening knives and many other hard- 
ware items can be used as com- 
panion sales for this equipment. 


Merchandising Angles 


So, with much of this stock 
already on hand, the next step for 
the hardware dealer is to decide 
when and how to merchandise it. 
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slaughtering. January is next in 
importance and November is third 
in popularity with February and 
March following in order. Accord- 
ingly it would seem that late in 
October and early in November 
would be the ideal time to get your 
selling plans under way. 

The first and probably most im- 
portant step in promoting home 
butchering equipment is to make 
your farmer-customer conscious of 
your ability to supply him with 
practically all of the items he 
needs. Display your home butcher- 
ing supplies out front where they 
can be seen. Make a department 
of them. Group them together on 
one or more display tables or 
build your own special display 


fixture such as is shown in this 
article. It can be done very in- 
expensively. This display was set 
up in the hardware store of Lloyd 
H. Daub, Norristown, Pa., and in 
itself, it is a complete home butch- 
ering department. The attractive 
display sign, identifying the de- 
partment, was furnished by Enter- 
prise Mfg. Co. of Philadelphia. 
Pa. This company is also making 
other display and promotional ma- 
terial available in order to help the 
hardware dealer corner his share 
of this huge market. Doubtlessly 
other manufacturers and whole- 
salers can cooperate with the 
dealer. 

Attractive window displays of 
home butchering equipment may 
also be arranged. Here, the 
smaller items such as choppers, 
stuffing attachments, knives, lard 
cans, and other items incidental to 
butchering, can be attractively dis- 
played against a suitable and sim- 
ple background illustration. A 
small window or a section of a 
large window would be ideal. 


Promotion 


Each dealer can use his best 
judgment as to other types of pro- 
motion. Probably little change 
need be made in present promo- 
tional plans. Home _ butchering 
should be featured when the farm 
trade is circularized. It should be 
mentioned in newspaper advertis- 
ing. An inexpensive form of ad- 
vertising would be to mail to 
farmers mimeographed penny post 
cards announcing that you have 
created a home butchering depart- 
ment especially to serve thei: 
needs. Point out also that you 
have the newest type or choppers. 
grinders, attachments and other 
equipment to lighten the task for 
their wives. 

These are but a few suggestions 
for merchandising this type of 
equipment. Like all merchandis- 
ing programs, this, too, must be 
adapted to meet the circumstances 
peculiar to individual trading 
areas. But the fall months are the 
time for you to get business. Sure- 
ly the revived and widespread 
popularity of home butchering 
warrants active sales work on your 
part. It is your opportunity to get 
additional farm dollars. 
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Spotting Gifts in the Store 
Lucreased H oliday ‘Trafic 


Top: Built-up displays added to 
the attractiveness of this window 
which was devoted to dolls, toys 
and games. 

Center: Popular games are dis- 
played on easels in the paint de- 
partment and are easily seen. 
Bottom: Velocipedes, games and 
a 10-cent table were placed at 
the rear near the steel goods. 
This idea served to bring per- 
sons to the back of the store. 
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S. W. Yontz & Son of 
Chrisman, Ill. built 


up C hristmas sales 


by attracting gift 
purchasers to all 


parts of the store 


ETTING store traffic is the 
(; basic problem of any re- 
tail store, every day in the 
year, but it is one that must be 
given particular study during the 
holiday season if a good volume 
is to be attained. In Chrisman, 
Ill., a town of less than 1200 pop- 
ulation, the hardware store of 
S. W. Yontz & Son helped solve 
the problem by dressing up the 
store as much as possible and by 
placing adult gift items and toys 
all through the store. As a result 
the firm enjoyed a “very satisfac- 
tory holiday business.” 

Roger Yontz says of the store’s 
Christmas layout, “There was not 
much about our Christmas dis- 
plays that could be called new or 
unusual but we did try to change 
our place from an ordinary hard- 
ware store into more of a gift and 
toy shop. We used plenty of light 
during the holiday season and lots 
of price and display cards. Wher- 
ever possible we made easels, so 
games, etc., could be displayed in 
front of our regular stock. There 
were gift and toy displays all over 
the store which encouraged better 
traffic circulation throughout the 
store.” 


Top: A wide selection of games 
and toys were featured next to 
the tinware section — another aid 
to traffic circulation. 

Center: Sporting goods and the 
customary accessories were in 
their regular section and were 
popular as usual. 

Bottom: Stuffed toys and dolls, 
blocks and horns attracted the 
attention of the youngsters and 
this built-up display helped. 
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Model Store an Aid to 


The American Hardware 
Pa., installs a store as 


interest in more attractive 

stores and better merchan- 
dising, the American Hardware 
Supply Co., Pittsburgh, Pa., has 
installed a complete model hard- 
ware store in its warehouse, pre- 
senting a modern arrangement for 
the average hardware store. Mer- 
chandise displays will be changed 
with the season and from time to 
time the store will be decorated 


LT order to stimulate dealer 


A general view of the store looking from the rear to the 
front. In the foreground one sees a battery of display 
tables arranged back to back with round end tables and 
step-up display units. The Pexto tool island is shown in 
the center of the store. Part of the laundry supplies sec- 
tion and sporting goods department may be seen at the 
left. Washing machines, shown on platforms, are at the 
left of the entrance. 


A model kitchen is an extremely 
important part of the store. The 
layout shows range, sink and the 
cabinet units. Linoleum on the floor 
and the curtained window above 
the sink furnish the proper type 
of atmosphere for this attractive 
display. This kitchen, with a color 
scheme of red and white, gives one 
the impression that all that is 
needed is an attractive housewife. 
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Improved Merchandising 


Supply Co., Pittsburgh, 


an inspiration to dealers 


for special promotional events. In 
this way the model establishment 
will reflect at all times what the 
dealer’s store should look like. 
Wm. M. Stout, general manager, 
believes that it will be easy for 
dealers to copy the display sug- 
gestions in the model store once 
they see how this is werked out. 
Views of the model store are shown 
on these pages. 


Gift goods, electrical merchandise and other housewares 
are shown to the right of the entrance. Displays of 
sporting goods, laundry supplies and steel goods com- 
plete the side-wall arrangement. A single row of display 
* tables makes up the floor arrangement in the front of 
the store. Platforms for major appliances and the model 
kitchen at the left of the entrance to the store. Whole- 
saler’s catalog is on table in foreground. 


The rear of the store with open 
tool case and builders’ hardware 
section at the left. The paint de- 
partment occupies the entire rear 
wall. Ledge displays are used on 
all fixtures and shadow boxes com- 
plete the arrangement. Department 
signs are of red cutout letters. 
A battery of round end and reg- 
ular tables make up the floor dis- 
play. Step-up units are used on 
all tables. 
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AJOR _ appliance lines 
should not be neglected 
during the Christmas 


season for these items make ideal 
gifts of practical use in every 
home. Promoting the utility fea- 
ture of such gifts will interest 
many customers in making pur- 
chases at this time that might 
otherwise be delayed. It provides 
an opportunity to surprise the re- 
cipient of the appliance at a most 
opportune time of year and pres- 
entation of the item at such a 
time will long be remembered. 
One window should be devoted 
to major appliances during the 
holiday season. A suggested dis- 
play of this type of merchandise 
is shown on this page. Feature 
only the most popular selling items 
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Xmas Major Appliance Window 


Merchandise: Washers, ironers, refrigerators, console and table 
model radios, small electric appliances such as toasters, irons, hand 
vacuum cleaners, waffle iron, glass oven ware, clocks, electric and 


otherwise and coffee brewers. 


Background: Entire background panels of white corrugated or 
wall board, circle panel bright Christmas red, with white cut-out 
letters. Edge trim of green holly paper trim or festoon. Silver 
decorative paper may also be used in background in place of white. 


Suggested Interior Displays: For tables: small appliances and 
table mode! radios. For platforms: large appliances, refrigerators, 


washing machines, etc. 





for it is essential to show all major 
appliances rather than a complete 
display of one line. Smaller appli- 
ances also should be included in 
the display. 

Using Christmas gift wrappings 


such as Cellophane and ribbon 
covers, will add greatly to the gift 
importance of many appliances. 
Another treatment of the window 
background is described in the 
summary referring to this window. 
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* THE IDEAL GIFT* 
































Xmas Sporting Goods Gift Window 


Merchandise: Rifles, shotguns, golf club sets, golf bags and balls, 
air rifles, flashlights, skis, ski shoes, fish poles, reels, ice skates, roller 
skates, footballs, basket balls, baseball mitts and bats, hockey sticks, 


tennis rackets, and balls, etc. 


Background: Panel white with Christmas red candle, balance of 
background blue star paper on wallboard. Cut-out letters on blue 
background with white festoon criss crossed over iower part of back. 
Circle of panel white with blue lines around edges. 


Suggested Interior Displays: For tables: ice skates, ski acces- 
sories. For platforms: skis, golf goods. For wall cases: guns and 


fishing goods. 





These ideas can also be carried out 
in the store in order to secure at- 
tention to the merchandise and 
displays. 

Items for every member of the 
family should be included in the 
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sporting goods display shown on 
this page. This line combines 
both the gift and the utility ap- 
peal and should receive active pro- 
motion at Christmas time. In se- 
lecting merchandise for the dis- 


ith) A ppliance Sales for the Home! 


























play, only the popular selling items 
in the line or those featured at a 
competitive price should be 
pushed. The window emphasis 
should be on a wide variety of 
gift items. 

Another Christmas background 
treatment is described in the win- 
dow detail on this page. Many 
stores might find it practical to 
select one or two background ideas 
and then use these for all Christ. 
mas windows, rather than try to 
make too many changes. 

Interior store displays of all 
items are essential for complete 
success. Advertising in local news- 
papers and the use of toy cata- 
logs, or other direct mail pieces. 
will be found to be very effective 
in directing attention to toys. 








\ hued 
A 





November 16, 1939 


Wrenches — Trimont Stillson 
pattern wrench prices have been ad- 
vanced about 10 per cent by Trimont 
Mfg. Co., Roxbury, Mass. 


* * * 


Plumb Bobs — Advances of 
approximately 10 per cent are ex- 
pected on some makes of plumb 
bobs, in nickel-plated, brass-trimmed 
and competitively priced polished 
steel bobs. 

* * * 

Collar and Saddle Pads — 
American Pad and Textile Co., 
Greenfield, Ohio, issued, Nov. 1, its 
third recent revised price list. In 
the three mark-ups, the average of 
the better-selling collar pads have 
been raised about 45 cents per 
dozen, and riding saddle pads about 
50 to 60 cents per dozen. Deer-hair 
stuffed collar pads have not been 
further changed, except the sew-in 
styles. 

* * * 

Builders’ Hardware—McKin- 
ney Mfg. Co., Pittsburgh, Pa., has 
advanced prices on forged iron hard- 
ware items about 10 per cent, effec- 
tive Nov. 1. Prices have been ad- 
vanced by the company about 5 per 
cent on the entire hinge line. Jobbers 
expect some advances on brass and 
bronze hardware, of various makes 
as well as on competitively priced 
steel lock sets. 

* * * 

Coil Door Springs—A 10 per 
cent increase is reported on one line 
of japanned coil door springs. 

* © « 


Steel Cut Nails — Early this 
month prices on steel cut nails were 
advanced 15 cents per keg, by lead- 
ing American makers. Extras, effec- 
tive early in September, are in effect. 


* * * 
Wire Rope Clips—An advance 


of 10 per cent was put in effect 
Nov. 1. 


* * * 


Galvanized Sheet Steel —In 
merchant products, the steel mills 
are probably further filled up on 
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galvanized sheets and corrugated 
roofing than on any other lines, and 
deliveries are proportionately de- 
layed. It now seems that producers 
have more tonnage to ship than can 
be cleaned up by Dec. 31. Any 
carryover will take new first quarter 
prices, when named. Mark-ups in 
sheet prices are not assured, but 
seem likely. 
* * * 

Harness Rivets, etc.—An anal- 
ysis of the sharp price increase last 
reported on tubular and split harness 
rivets shows the market mark-up 
averaged about 66-2/3 per cent. A 
new advance of 2 cents per pound 
is reported this month on copper 
belt rivets and burrs. An average 
increase of 5 per cent on southern 
horse and mule shoes has been re- 
ported by one maker, due to higher 
costs of scrap steel and labor. A 
maker of leather findings, half-soles, 
slabs and strips has announced a 10 
per cent price increase. Eberhard 
Mfg. Co., Cleveland, Ohio, brass and 
nickel harness fittings have been 
raised 10 per cent. 


*# #2 


Heel Plates, Lasts and Stands 
—The Star Heel Plate Co., Newark, 
N. J., has put out, effective immedi- 
ately, a 10 per cent advance over 
prices previously quoted to the job- 
bing trade. Heel plates are expected 
to command higher prices soon. 


Steel Goods — Shovels — Fu- 
ture orders are coming in freely on 
hand farming tools and handles for 
spring delivery. Dealers have fears 
of delayed shipments unless specifi- 
cations and shipping releases are 
early. One manufacturer has with- 
drawn prices on juvenile garden 
sets. Shovel prices, while recently 
unchanged, may be due for further 
change if steel prices inorease. At 
any rate, manufacturers are discour- 
aging large orders for 1940 delivery 
except subject to prices prevailing 
at time of shipment. 

* * * 

Steel Harrow Teeth — Prices 
for immediate, not future, delivery, 
have been advanced 45 to 65 cents 
per 100 pounds, according to style 
and size. 

* * * 

Cotton Gloves, etc.—Jobbers 
learn that leading manufacturers are 
sold out until early 1940, and are 
expecting many shortages later. 
Wholesalers are also cautioning 
their trade about higher prices to 
follow, which seem unavoidable, on 
both metal and canvas grass catch- 
ers. Despite rising costs, prices 
from most makers of waxed cotton 
glass substitutes, for poultry enclos- 
ures, are unchanged. One maker, 
however, has announeed a November 
increase of 1% cent per square yard. 

* can * 


Garden Hose—Current prices, 
at the same basis as last season on 
competitively priced grades, are 
bringing very heavy orders for late 
1939 delivery. Orders are equally 





ADVANCES 


One make Stillson pattern wrenches—Southern horse, mule shoes. 
Some horse collar, riding saddle pads—Heel plates—Lasts and stands. 
Sewn-in style deer-hair stuffed collar pads—Steel harrow teeth. 

One line forged iron hardware—Some hinges—Steel cut nails. 


One line japanned coil door springs. 


Ladders—Some garden hose—Some leather findings. 

Some stove pipe dampers—Range boilers. 

Some tubular brass plumbing accessories—Wire rope clips. 

Some prepared roofing—Some mops—Some gas heaters. 

Clothes pins—Wood dowels—Some furniture. 

Some felt base floor coverings—One make cotton glass substitutes. 


Steel wool in rolls and pads—Putty. 


Some asbestos products—Some window shades. 
Some twine products—Copper belt rivets, burrs. 
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ADVANCES 
EXPECTED 


Some makes plumb bobs — Some 
mops. 

Some brass, bronze hardware. 

Metal, canvas grass catchers. 

Some furnaces, water heaters. 





heavy on the better qualities which 

have been increased only about 5 

per cent. Present prices are good 

only to Dec. 31, and higher costs 

seem likely to affect schedules for 

later delivery. 
* * * 

Stoves, Heaters, etc. — Stove 
manufacturers have been kept very 
busy this fall, with one leading com- 
pany estimating October 40 per cent 
ahead of last year’s month. Buyers 
evidently expect higher prices, and it 
is expected that furnace prices will 
advance about 71% per cent on Dec. 
15, and water heaters about 10 per 
cent. Orders are being accepted on 
the present basis only for shipment 
this year. 

Some makes of gas heaters for 
room and fireplace have been ad- 
vanced about 5 per cent on the better 
qualities, and as much as 10 per cent 
on popular-priced numbers. Bare 
steel gas tubing has been marked up 
5 per cent. Industry statistics show 
that for the first nine months of 1939 
sales of home gas heating equipment 
rose 42 per cent over the 1938 period. 
gas range sales were up 32.4 per 
cent, and gas heater sales gained 
27.3 per cent. Oil heater sales have 
taxed the capacity of most manufac- 
turers, and deliveries are very slow. 
One important maker of stove pipe 
dampers raised prices 5 per cent on 
November Ist. 

* * * 

Plumbing Equipment—Lead- 
ing wholesalers report this year’s 
business on galvanized range boilers, 
and on radiators is running almost 
50 per cent ahead of 1939. On Nov. 
Ist, range boiler prices were , in- 
creased 714 per cent. Tubular brass 
accessories have been advanced 5 
per cent. Other lines are holding 
firm, including bibbs and faucets 
also pipe fittings after their recent 


NOVEMBER 16, 1939 


mark-ups. Prices on lines which 
have not changed lately such as 
plumbing enamelware have been firm- 
er. Looking toward 1940, continued 
sales gains are expected from rural 
areas on domestic water systems, 
pumps and windmills. Shallow and 
deep well systems this year have 
found ready sale as the result of 
improved national and local pub- 
licity. 
* * * 

Prepared Roofing — Weaver- 
Wall Co., Cleveland, Ohio, has issued 
a new price list, effective Nov. 18, 
increasing L.C.L. prices on strip 
shingles about 11 to 22 cents per 
square, advancing individual shingles 
21 to 38 cents, and most roll roofings 
5 to 11 cents per square. Slaters’ 
felt and rosin-sized sheathing were 
also advanced, the latter very sharp- 
ly, due to the general scarcity. 





PRICES WITHDRAWN 


One line juvenile garden sets. 





Brooms and Mops — Indian- 
apolis Brush & Broom Mfg. Co. ad- 
vised its wholesalers Nov. 3rd— 

“We advanced our prices on 
brooms Sept. 5, and since that time 
have had such an increase in the 
price of raw materials, that we are 
faced with another revision. Iron, 
nails, twine, handles, etc., are ad- 
vancing in price. We have only a 
small yield of broom corn this year, 
and are paying nearly twice what 
we did for broom corn last year. All 
fibres that go into brooms and brush- 
es come from abroad, have greatly 
increased in price, and are hard to 
secure.” 

Prior to the expected advance, 
current orders are accepted only for 
early shipment. A small mark-up in 
the carload prices of Betty Bright 
mops made by Parker Mfg. Co.., 
Warren, Ohio, was announced, effec- 
tive Nov. Ist. 

* * *% 

Woodenware Lines — Furni- 
ture — Several leading makers of 
ladders have advanced prices, by 
varying percentages. Clothes pin and 
wood dowel prices have been raised 


about 5 per cent. Premier wood 
salad bowls and sets have been 
slightly advanced. Williams Furni- 
ture Co., makers of chifforobes, 
desks, and kitchen tables, on Oct. 30 
issued revised and generally higher 
prices, stating :— 

“Prices of material have been 
steadily advancing since Sept. 1, 
causing us to refigure our cests. In 
doing so, we find we are unable to 
maintain our June prices for the 
balance of the year.” 

* * * 

Floor Coverings, Shades — 
Congoleum-Nairn, Inc., Kearney, N. 
J., announced, Oct. 30, a raise in 
prices of approximately 5 per cent 
on its felt base lines. 

* * * 

Shades—Some makers of win- 
dow shades have put out new sched- 
ules, advancing approximately 5 per 
cent. 

* * * 

Steel Wool—American Stee} 
Wool Mfg. Co., Long Island City, 
N. Y., advanced steel wool on Nov. 1 
one cent per pound, in pound rolls 
and in pads, in small-lot shipments. 
Household packages were not 
changed at present. 

* * * 

Putty — Several makers of 
putty have made a recent increase 
of 1%4 cent per pound. 

* * * 

Cartons and Wrappings - 
Manufacturers are finding an impor- 
tant cost increase in their supplies 
of fiber cartons, bundling paper and 
burlap bags or wrappings. All these 
lines are temporarily scarce and 
higher; in some cases suppliers are 
heavily oversold. 

* * * 

Asbestos Products—Hair Felt 
—Standard Asbestos Mfg. Co., Chi- 
cago, Ill., on Nov. 1, advanced stand- 
ard and punched hair felt, also 
mixed hair and jute felt. The new 
resale price on standard hair felt is 





DECLINES 


Some automobile tires and tubes. 
“Cellophane” cellulose film. 








30 per cent. On asbestos millboard. 
the company has discontinued sell- 
ing on a per hundred-weight basis. 
New net prices per Square foot are 
established on standard sizes and 
thicknesses—1/16 to % inch. The 
new L.C.L. resale per sq. ft. on 1/16 
inch is $.028, on 4% inch—.042, on 
3/16 inch—.051, and on %4 inch— 
.064. 
* * + 

Sisal and Jute—Paper Fleece 
Twines—On Oct. 25, further price 
increases of 114 cent per pound were 
made on sisal lath yarn, and hide 
and hay twines, following a 21% cent 
increase in September. Manila 
twines remain unchanged. Jute and 
India twines and tube rope ad- 


vanced 4% cent per pound on Oct. 
21. Java twine advanced one cent 
per pound on October 26. Jute sup- 
plies for either cordage or burlap 
are scarce and still rising in price, 
due to shipping expenses and risks 
in coming from India. 
a * * 
Cellophane Prices—E. I. du 
Pont de Nemours & Co., Wilmington, 
Del., announced on Oct. 30 a fur- 
ther reduction in the price of “Cello- 
phane” cellulose film. The latest 
reduction is the twentieth consecu- 
tive cut in price since 1924, with the 
newly announced price 88 per cent 
less than the original quotation for 
non-moisture proof Cellophane. The 
price of moisture proof Cellophane 
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CHIMNEYS i COLONIAL TIMES HAD 
IN THEM, WHERE PIES 

WERE PLACED TO THAW OUT AFTER 

HAVING BEEN PRESERVED BY FREEZING. 
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TABLE PLIERS went use in 010 
ENGLAND TO CLAMP CHICKEN LEGS, 
THUS PREVENTING THEIR SLITHERING 











is now 26 per cent of the original 
cost price. The company reports 
present output at a record high, with 
the outlook for continued increasing 
demand in the future very promis- 
ing. 

€ * * 

Automobile Casings—Leading 
manufacturers of automobile tires 
and tubes have announced reduc- 
tions in the consumer prices of pas- 
senger car, truck and bus tires and 
tubes, some styles and sizes of tires 
being reduced as much as 14 per 
cent. 

& * ” 

Radio Sales — Jobbers gen- 
erally are reporting radio distribu- 
tion at a much improved pace, with 
foreign-reception sets widely popu- 
lar. Zenith Radio Corp., Chicago, 
Ill., in October set a record in radio 
shipments, passing a production rate 
of 12,500 sets daily. This mass pro- 
duction record, to which the com- 
pany has been gradually building 
up, it claims has never before been 
equalled in the history of radio 
manufacturing. Even with this pro- 
duction, Zenith states it will be un- 
able to fill all back orders by De- 
cember 1. It explains that “because 
of the European situation, the inter- 
est in and demand for short wave re- 
ceivers, to listen to Europe direct, is 
increasing daily.” 

* * * 


Commodity Prices — Moody’s 
Daily Index of 15 spot commodity 
prices (Dec. 31, 1931==100) de- 
clined last week to 163.4, and has 
lost about a third of its September 
increase. A year ago, however, this 
index was at 144.2. Copper, lead 
and zinc have held all their recent 
gains, tin has lost most of its early 
spectacular rise, cotton, silk and 
hides are holding well, while rubber, 
after weakening, is strengthening 
again. Prices of grains and meat 
animals lost about one third of their 
spectacular early September rise be- 
tween Sept. 15 and Oct. 15. Grain 
prices, however, still were 17 points 
higher than a year ago. The average 
of prices received by farmers in mid- 
October was 97 per cent of 1914 
prices. Prices paid by farmers were 
at 122 per cent of the 1914 level. 


* * * 


Retail Gains Continue—With 
a background of impressive activity 
in nearly all industrial fields, and of 
enhanced earnings by most leading 
corporations for the third quarter. 
retail sales seem due for a greater 
rise than recent weeks have shown. 
Reports from hardware stores are 


(Continued on page 106) 
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PURITAN is Made Right —and Priced Right / 


For just a few cents 
more than the cdst of poor grade cord, your 
customers can bny this top grade sash cord. 
Those few pennies represent the difference 
short life and unsatisfactory 
service from a poor grade cord and the 


You can conscientiously recommend Pur- 
itan Sash Cord to your customers, because 
Puritan is made right. Its solid braided 
strands of selected hard-spun cotton yarn 
give it a much greater strength than the 
specifications required by the U. S. Govern- 
ment, States, Municipalities, railroads and 
industrial users. It’s a top grade sash cord! 
It will last a lifetime! 

You can confidently recommend Puritan 
Sash Cord to your customers, because Pur- 


PURITAN CORDAGE MILLS, 
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itan is priced right. 


between the 


dependable lifetime performance of Puri- 
tan cord. When your customers understand 
this, theyll quickly select Puritan and 
you'll make a /arger percentage of profit 
with no more effort. Ask your jobber! 


Inc. 


KENTUCKY 


Oe 


Poe: tT CH. © 


GET YOUR 


BOOKLET 


This booklet is+ packed with 


practical sales tips, various uses 
and information that helps deal- 


ers sell more sash cord. 


Write for your free copy! 
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IDEAS—(Limited) 


By SAUNDERS NoRVELL 


believed in direct action. At 

his palace of Sans Souci 
(without care), in Potsdam near 
Berlin, tourists are surprised to see 
that all the hall benches are sawed 
in half lengthwise. One night Fred- 
erick came home and found his at- 
tendants asleep on the benches. He 
said not a word, but the next day 
the benches were fixed so narrow 
that people could sit on them but 
could not lie down. His servants 
took the hint. 


J bsived in THE GREAT 


A Sense of Humor 


Frederick had a grim sense of 
humor. Voltaire visited him as 
his guest. These two great men 
worked at cross purposes. Fred- 
erick had the ambition to be a 
poet. He wrote reams of poetry 
for the benefit of Voltaire. Se- 
cretly Voltaire made fun of Fred- 
erick’s verse. Voltaire, the real 
poet, had an idea he would make 
a great statesman. Frederick be- 
littled his aspirations in that direc- 
tion. 

Voltaire was very sparing in his 
use of water for bathing. His face 
was almost devoid of hair. He 
was a great talker and usually 
monopolized the conversation. 

Upon Voltaire’s return to Pots- 
dam after a visit to France he 
found his room at Sans Souci had 
been completely redecorated. On 
the walls were pictures of numer- 
ous parrots. On the wash stand 
was an enormous wash bowl with 
a tiny pitcher. Beside his mirror 
was a gigantic razor and shaving 
brush. Poor Voltaire saw the point 
but was diplomatic enough to 
laugh at the royal joke. To this 
day, visitors are shown Voltaire’s 
room with its unusual decorations. 
When Voltaire finally left for 
France — traveling by coach — he 
was held up at the border and all 
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his papers taken from him and 
returned to his good friend Fred- 
erick, who must have enjoyed 
reading Voltaire’s private and con- 
fidential notes about him. 

At Sans Souci you are also 
shown a dining table so con- 
structed that it could be lowered to 
the floor below, where the cooks 
placed the food and wines on the 
table—it would then be pulled up 
where Frederick and his guests 
were waiting. The object of this 
arrangement was to do away with 
servants who might listen to the 
talk of the diners. Around the 
lower part of the table were open 
boxes to hold the empty wine bot- 
tles. No doubt the empties were 
removed and replaced with full 
bottles. 

At the outside of the doors to 
this upper room, guards were 
placed in order to keep out eaves- 
droppers and intruders. [ tell this 
story just to illustrate that times 
have not changed very much at 
Potsdam since the days of Fred- 
erick the Great. 

* * * 

There was a time in this coun- 
try, and throughout the rest of 
the world, when the sale and con- 
trol of narcotics was very much 
uncontrolled. As a result, thou- 
sands of lives were ruined. This 
has all been changed by national 
and international regulations. The 
governments went at the source of 
the traffic by stringently regulating 
the production and manufacture 
of narcotics. 


Arms Regulation 


Now we have conservation laws 
governing the wildlife of the 
country. These regulations are in 
the form of both Federal and state 
laws. A very complex system has 
been set up. This system, as we 
know, regulates the kind of arms 


used and makes it necessary to 
burden dealers with keeping sales 
records. There is also an army 
of gamekeepers seeing that open 
and closed game seasons are ob- 
served. In all this there appears 
to be a lot of waste and inefii- 
ciency. Why not regulate arms 
and ammunition sales at the 
source? There are only a few am- 
munition manufacturers in the 
country. Why not regulate by 
regulating the kind and quantity of 
ammunition manufactured? Guns 
of any kind would be useless 
without ammunition and _ the 
amount of shooting could be ab- 
solutely controlled by the amount 
of ammunition dealers could get. 
Arms and ammunition are like 
safety razor handles and blades. 
If there were no blades the han- 
dles of all kinds would be worth- 


less. 


World Peace 


This leads us to thinking about 
world peace. Some day it may 
come. When it does it will be by 
the control and regulation of am- 
munition, bombs, torpedoes, etc., 
etc., etc. How useless would be 
cannon, battleships, submarines, 
bombing airships, and rifles if 
there was no ammunition. 

With just a few million dollars 
—compared with war destruction 
—governments could buy out and 
take over ammunition factories. 
Then if only enough was manu- 
factured for policing purposes the 
belligerently inclined would be re- 
duced to clubs, spears and bows 
and arrows and as the govern- 
ments would be the sole possessors 
of police ammunition there would 
be little trouble in preserving 
order. 

While we are dealing in what 
some may call Utopian flights of 

(Continued on page 61) 
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HER KITCHEN.... 


proving ground for Memco 
vitreous enamel cooking utensils 


NON-POROUS 


The MEMCO vitreous enamel surface is 
non-porous. Very few give any thought 
as to whether the cooking utensil sur- 
face is porous or not, but women know 
by experience how much scouring it 
takes to keep a porous surface clean.- 





There is no controversy as to the su- 
periority of vitreous enamel as a 
finish or as a surface. In the modern 
kitchen, are to be found some of the 
best examples of vitreous enamel 
products, which answer those rigid 
requirements of the housewife — 
CLEANLINESS, DURABILITY and 
LASTING BEAUTY. The revealing 
test of the performance of vitreous 
enamel in general and of MEMCO 
DECORATED VITREOUS ENAMEL 
COOKING UTENSILS in particular, 
is of importance to your kitchenware 
department where vitreous enamel 
adds to the salability of these prod- 
ucts. HER KITCHEN may well be a 
proving ground for intelligent mer- 
chandising of dependable cooking 
utensils. 


The 
MOORE ENAMELING 
& MANUFACTURING Co. 


DEPT. H 1139 WEST LAFAYETTE, OHIO 


Tested And Approved By Good Housekeeping Institute 


BUY MOORE...SELL MOORE ENAMELWARE 
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Overhead and Profit 





J. K. LASSER, C.P.A. 


S I understand it, you have 
A asked me to talk about 
overhead and costs be- 
cause the best thinking among 
the leaders in your association 
is that (like all other alert and 
responsible business groups), 
you recognize the need for em- 
phatic cooperatiion in cost stud- 
ies if you are to secure sensible 
and profit producing selling 
practices. 

Although we labor with some 
hardware firms, I would like at 
the outset to say that I cannot 
profess to be an expert in con- 
tract builders’ hardware. I can 
be helpful to you, however, in 
that I have had a lot of experi- 
ence in assisting business 
groups to procure a more stable 
profit through their trade asso- 
ciations. 


Your Problem 


Yours is the problem of com- 
petitive selling. If you know 
what you are selling and then if 
you are among the group willing 
to make a profit through a thor- 
ough realization of your costs— 
you will get a lot of fun out of 
business. On the other hand, if 
you fit into that herd of illegiti- 
mates who sell at a price with- 
out any idea of what it is all 
about—I don’t know why you 





*An address before the sixth 
annua! convention of the National 
Contract Hardware Ass’n, New 
York City, Oct. 3, 1939. 
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stick at it. I’ve always con- 
tended that making a decent 
profit in business is not only 
more fun, but a lot easier on 
your mental processes than 
spending your wits to ward off 
creditors. 

Our first real experience with 
your field, other than our usual 
studies in audits, came some 
years ago when we were given 
the opportunity. by the Joseph 
Woodwell Company of Pitts- 
burgh to help revise some of 
their internal procedures so as 
to help them cope with existing 
competitive conditions. Natural- 
ly we had to study their build- 
ers’ hardware, but despite the 
volume we were amazed to find 
the lack of a yardstick in the 
industry with which to measure 
results, because— 


1. There was no unified at- 
tempt by the field to break down 
its operations into standard 
parts. 

2. There was no central 
source where statistics regard- 
ing contract builders’ hardware 
operating costs were exchanged 
in the industry. 3 

In our Woodwell work, and 
mostly because of the supreme 
intelligence of Charles Lynch, 
executive vice-president of the 
company, we apparently pio- 
neered in establishing methods 
of analysis. 

I understand it is that study 
which has warranted your re- 


An outline of some methods of 
accounting procedure which can 
be adapted to the accounting 


procedure o yf hardware companies 


By J. K Lasser, C.P.A.* 


J. K. Lasser & Co. 
New York City 


viewing our work as a sort of 
case history. If nothing else, it 
told us that this jumble was the 
usual condition found in a non- 
cooperating group— 


1. First, costs procured in 
most houses (if completed at all) 
were unintelligible, inaccurate 
and obscure. 

2. As a result there was a 
huge barrier in the field to the 
helpful exchange of informa- 
tion, and 

3.. As a result, the most unin- 
telligent type of competition. 


Based on experience with other 
industries, naturally we came 
out of the work with the belief 
that contract builders’ hardware 
people could avoid a lot of 
trouble if they knew their costs. 


Objective 


Why know your costs? I ap- 
preciate that many of you have 
successfully operated a contract 
builders’ hardware department in 
the past, and may continue to do 
it in the future. Nevertheless, 
many of you must concede that 
management cannot function in- 
telligently if it does not know 
the facts. And the more facts it 
has in its possession, the more 
intelligently it can function. 

Whether you devote all of your 
effort to builders’ hardware 
or whether the builders’ hard- 
ware department is but one part 
of a larger concern, does not 
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HIGH STYLING that makes 


them say—T’d love to have that” 


VOLUME PRICING that makes 
them say—T'll take it” A 













































That’s why you get faster 
turnover and bigger sales 
with the O-I line 


When you buy Owens-Illinois matched 
kitchen ensembles you can be sure of 
style-rightness! All designs are the re- 
sult of constant checking on decorating 
\ trends and customer wants. As an ex- 
ample, here is the ‘‘Arcadia,’’ keyed to 

the prevailing early-American mode. 
' This pattern is unique in being the first 
kitchen set with a wood-veneer finish, 
just as cur Monogrammed Set is the 
first personalized ensemble. 

Uniformly ‘high in styling, these 
matched sets are as uniformly high also 
in quality and construction. These fac- 
tors, combined with volume pricing, 
enable you to offer your customers econ- 
omy at a good profit— merchandise that 
sells on sight the proven formula for 
faster turnover, bigger sales, more profit 
for you. See our complete line of dis- 
tinguished patterns in matched kitchen- 
ware at your jobber’s or contact our 
salesman direct. 


KITCHENWARE 
ENSEMBLES se ae glee ed A seal ir 


cadia matched ensemble. Only the very fin- 


by est lithography can produce this wood ve- 
neer finish —a proof of the high quality for 
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aller the fact that as a unit it 
functions as a completely sepa- 
rate line of business. Cost should 
be complete and comprehensive, 
taking into account not only the 
direct cost of the material in- 
volved, but such other factors 
as selling expense, serving, ad- 
ministrative and delivery ex- 
pense. In short, the hidden cost. 

Not only should costs be com- 
plete, but they should be com- 
puted upon a uniform basis in 
all houses. Certainly no two 
people can be upon a competitive 
basis if one includes rent, light, 
heat, power and water, and the 
other does not. 

I am told that this audience 
contains both employers as well 
as employees who have the job 
of estimating and servicing your 
sales. While I am pointing at 
the first group in my discussion, 
[ ought to say that I really am 
, working for the rest of you in 
doing it. Proper costing means 
the realization by your house of 
the profits you are producing. 
Your compensation and your 
growth depends upon accurate 
compilation of your profits. Your 
ability to make adequate esti 
mates is entirely based upon the 
total cost of the jobs you have 
completed. That means you must 
have complete cost records. 

I am sure, therefore, that you 
can enlist with me in this job 


What Are Costs? 


~What are builders’ hardware 
costs? Your industry contains 
three general types of firms en- 
gaged in contract builders’ hard- 
ware: 

1. The concerns engaged only 
in that field. These present the 
simplest problem of all. They 
can get at their costs easily. 

2. The cases where the busi- 
ness is engaged. in both contract 
and retail builders’ hardware 
and we have a problem of Segre- 
gation of expenses. 

3. Those where the contract 
builders’ hardware department 
is only one part of a general 
hardware business, which may 
be engaged in both wholesale and 
retail operations. Here the great- 
est care is necessary in order to 
secure proper segregation of the 
elements of costs. 

Obviously in all of these we 
ought— 

1. To make certain with all 
have the same direct or basic 
costs. 

2. That where a business has 
more than one department, it 
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split its overhead on a fair, or 
at the least, on the uniform basis 
approved by the industry. 

Let us here then study the so- 
ealled direct and indirect costs— 


Direct Costs 


Our studies suggest that your 
direct costs are: 

1. Merchandise actually used 
in your centracts. 

2. The salaries of employees. 
Under this heading should go 
employees devoting full or part 
time to the department. 

3. The samples purchased for 
display. 

4. Your advertising costs. 

5. The traveling and contact 
expenses. 

6. The depreciation of equip- 
ment such as display cases, fur- 
niture and typewriters used by 
the department. 

7. Rent. Under this heading, 
we must not only include the 
particular area occupied by the 
display and offices, but we must 
also bear in mind the quantity of 
storage space which may be 
allotted to the contract hardware 
department. 

8. Social Security Taxes and 
Workmen’s Compensation Insur- 
ance. You all know this type of 
tax is becoming a major factor 
in operations where salaries play 
an important part, and the pro- 
portion of taxes allocable to this 


department, should be segre- 
gated in the same manner as 
payroll. 


9. Bad debts and allowances. 
You must bear in mind if your 
contract hardware department 
accepts bids without the inde- 
pendent approval of a credit 
manager who is riot swayed by 
the desire to make sales, then 
bad debts are an expense of the 
department. In any event, some 
segregation should be made so 
as to check your experience in 
this division with that of other 
divisions of your business. 

10. Office supplies, postage, 
telephone and telegraph. A defi- 
nite requisition and reporting 
system should be established so 
that the expenses involved in 
these elements may be properly 
charged against the department. 

11. Association dues and sub- 
scriptions. 

12. Freight in and out where 
it is billed by the outside carrier. 

In short, every effort should be 
made to allocate directly to the 
department all expenses which 
are incurred as a direct result 
of its existence and operation. 





The items previously enumer- 
ated and many other of like type 
and those which accountants 
term “direct departmental ex- 
pense.” 


Indirect Costs 


But what about other costs— 
the so-called “hidden” costs? 
These are what the accountants 
term “overhead” or “burden” 
and they are as necessary to the 
existence of the business or the 
department as the direct costs 
themselves. Under this category, 
we might list the following: 

1. Shipping and receiving de 
partment salaries and supplies. 
Certainly, the merchandise in- 
tended for contract builders’ 
hardware requires as much at- 
tention as any other merchandise 
handled in your business. 

2. Light, heat and power. 

3. General administrative ex- 
penses. No business can func- 
tion without an administrative 
head. If your builders’ contract 
hardware department were not 
to receive the benefit of the ad- 
ministrative efforts, it would be 
necessary to incur direct ex- 
pense to accomplish this pur- 
pose. Under this heading might 
be listed— 

a. Office supplies, postage, tele- 
phone and telegraph used by the 
administrative office. 

b. Office salaries. 

ce. Bookkeeping, accounting, 
invoices and other expenses. 

d. A proportion of the general 
executive management salary. 

e. Insurance — Fire, theft, 
fidelity, group. 

f. Taxes—City or county, mer- 
cantile, capital stock, gross re- 


ceipts, occupancy, and other 
taxes to which a business is sub- 
ject. 

g. Credit and collection ex 
pense. 

h. General and _ institutional 
advertising. 


i. Depreciation, wear and tear, 
repairs and maintenance of 
office and administrative equip- 
ment. 

4. Delivery expenses. Where 
it is possible to allocate specific 
costs to the delivery of specific 
items, we ought to do it but it is 
impractical in many cases. This 
does not prevent us from charg- 
ing builders’ hardware with a 
reasonable proportion of this 
cost. 

By a grouping of expense ac- 
counts as shown above, we can 
then arrive at— 

1. Our costs of merchandise. 
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] Watch NORGE design make news year 


after year. 
2 Watch NORGE styling pull store traffic. 
3 > Watch NORGE features build more sales. 
4 Watch NORGE Performance make 


satisfied users. 


5 Watch NORGE quality build prestige. 


4 Watch NORGE merchandising make 
Norge dealerships worthwhile. 


7 Watch NORGE dealers go to town. 


--» Fillin Name and Address... MAIL NOw! 


NORGE DIVISION, Borg-Warner Corporation 
Detroit, Michigan 


Address ___—__ 
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PICKED 
WINNERS 
—READY 
TO SELL! 


DISPLAY UNIT 
ATTRACTS CUSTOMERS 


Because it is so attractive 
and colorful, customers are 
naturally drawn to this all- 
metal display with glass 
front. And that means more 
folding rule sales for you at 
absolutely no extra cost. In 
the case are displayed the 
six fastest selling, most popu- 
lar wood rules on the market, 
covering a complete price 
range. To make a sale you 
simply remove tray with 
rules from case. It saves time. 


Add this free salesman to 
your sales force. See your 
jobber — he has this display 
unit in stock. 


Wd hs A 


NAW MICHIGAN . New Y 


TAPES . RULES PRECISION TOOLS 





and conversely, our gross profit. 

2. Our selling, delivery and 
shipping expense, and therefore, 
our selling profit. 

3. Our general overhead and 
administrative expenses and as a 
result thereof, the net operating 
profit or loss on the department 
as a unit. 


How to Apportion 
Overhead Costs 


Direct costs can easily be 
charged to contract builders’ 
hardware. Our problem (par- 
ticularly in the case of the com- 
panies with several other depart- 
ments) is to apportion the other 
costs. There we enter a field of 
industry cooperation. All of you 
should use the same process. 
Many schemes are available. 

1. The percentage of sales 
method. 

2. The percentage of depart- 
mental profits. 

3. Total of income and costs. 

We like the last. In it we add 
the total sales, total purchases, 
and total other costs of each de- 
partment, and arrive at a total 
dollar value of all transactions 
served by the administrative 
overhead costs. By applying this 
percentage to the total, similarly 
obtained for all the departments, 
we can compute a percentage of 
administrative costs which will 
apply to the specific department. 

For example, assume that you 
have two departments, contract 
builders’ hardware wholesale, 
and builders’ hardware retail. 
Let us assume that the sales were 
$100,000 in each department. 
The cost of goods sold was $50,- 
000 and $75,000 respectively, 
and the other direct expenses 
were $10,000 in each department. 
We will then arrive at a profit 
before overhead of $40,000 in 
the wholesale department and 
$15,000 in the retail department. 
Assuming that the overhead was 
$30,000 using the three methods 
described, we will arrive at the 
following results: 

Method 1. Per cent of sales. 
The overhead will be divided 
50-50 or $15,000 to each depart- 
ment. 

Method 2. Under this method, 
the percentage of profit would be 
used, which would be approxi- 
mately 73 per cent for wholesale, 
and 27 per cent for the retail 
departments, and the overhead 
would be split approximately 
$22,000 to wholesale and $8,000 
to retail. 

Method 3. Under this method, 


the total of sales plus cest of 
goods sold, plus other direct ex- 
penses for each department, 
would be added and the respec- 
tive percentage of each depart- 
ment to the total obtained, which 
would equal approximately 46 
per cent for the wholesale de- 
partment and 54 per cent for the 
retail department. In dividing 
the overhead, then, the whole- 
sale department would be charged 
with approximately $14,000 and 
the retail department with ap- 
proximately $16,000. 

The resulting net profit after 
overhead for the departments 
upon each of the previously men- 
tioned bases of distribution of 
overhead, would be then as fol- 
lows: 

Net Profit after Overhead 
Wholesale Retail 
Method 1... $25,000 Zero 
Method 2... 18,000 $7,000 
Method 3... 26,000 1,000* 


*Loss. 


But the method of overhead 
allocation to be used in order to 
arrive at the most reasonable 
and equitable method of accom- 
plishing the results, is one that 
the majority of you can approve 
after an exchange of viewpoints. 


What Do You Do With 
These Costs? 


Let me assume now that you 
intelligently and accurately 
charged the builders’ hardware 
with all of its direct costs and 
all of its overhead. What then? 

First, it would be an excellent 
idea to carry a cost sheet for 
each job. To it should be posted 
all of the direct costs of the job 
in as much detail as is possible. 
There should be added the rea- 
sonable percentages you ascer- 
tain in your house which are 
necessary to cover the elements 
other than the direct items, i.e., 
your direct departmental over- 
head and your indirect overhead 
or burden. 

Give these to your engineers. 
Sit down with them in discus- 
sions of the relation between 
their estimates and the final re- 
sults. See whether your depart- 
ment is showing a real profit 
instead of a fictitious one, and 
take steps to improve its show- 
ing. A 

Beyond that—what about your 
costs over and above the direct 
materials? Are they fair? Is 
your competitor doing a better 
job in any one of the direct costs 
or the burden items. 
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That is where your association 
must function. If you and he 
have uniform practices, then 
without in any way revealing 
your costs or those of your com- 
petitor, your association can tell 
you which of your costs are out 
of line and whether your profit 
is fair. 


Association Cooperation 


If you can decide your uniform 
costs, starting with the premise 
that your objectives are: 

1. A desire to eliminate un- 
intelligent selling practices. 

2. To give members the type 
of industry data which will per- 
mit them to more intelligently 
chart their own courses — how 
should you go about it? 

Perhaps the best method of 
furthering the study upon the 
difficult points is through a gen- 
eral review of the methods used 
by such of your members as have 
sought proper classifications and 
recognize the desirability of uni- 
form costs. 

You ought to seek a standard 
classification of operating ac- 
counts. The important object is 
intelligent uniformity in the in- 
dustry. If that means revision 
of your own accounting, your 
own bookkeeper can do it at no 
extra cost to you. 

We have seen some of. the 
material which Mr. Dumbell has 
been preparing as a result of his 
research into your costs. It is an 
excellent beginning to accom- 
plish uniformity. With him, we 
have prepared a proposed state- 
ment of the type of expenses that 
should be used in your organiza- 
tions. Both of us hope that it 
can be a basis for your criticism. 
Perhaps with it we can begin the 
steps toward uniformity. 

The experience of so many 
other business groups is a bril- 
liant beacon in your own path. 
The results they have accom- 
plished in showing their mem- 
bers what to do with their fig- 
ures, is glorious testimony of 
what can be done by each of you 
with data that could be assem- 
bled through uniform practices. 
It can tell you whether your costs 
are in line with others and can 
constantly point out your ave- 
nues of extravagance. But just 
as important, uniformity brings 
to an industry the reasonable as- 
surance that cost conscious mem- 
bers will not become foolhardy 
in their sales practices. 

All that it is necessary for you 
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: ONE OF THESE FINE 
FUTOMAT 
GRILLS 

with 


MAGAZINE HANDLE 


Cy no 
EIGHT SIZES OF HOLES 
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HE Millers Falls display department 

seems to have taken a tip from the 
skipper’s grip in designing this new knock- 
out—another slick four-color counter unit 
that catches the eye of the casual shopper 
and quickly converts him into a cash cus- 
tomer for an item he needs and wants but 
doesn’t usually think to buy. 


The tools are Millers Falls No. 188A Auto- 
matic Drill—an efficient, low-cost item— 
and the world-famous Mr. Punch—one of 
the finest drills money can buy. Check the 
features of these tools as described in your 
Millers Falls Catalog No. 42 (free on re- 
quest if you don’t already have one). 


HERE'S THE DEAL 
Two each of Mr. Punch and Bakelite-han- 
died No. 188A, complete with drill points 
from 1/16 to 11/64 in. dia., plus the FREE 
compact display fixture as shown, are yours 
for only $8.40 list (regular catalog price) 
subject to your usual discounts. 


FREE DISPLAY 
SELLS A HELM 
| OF A LOT OF 
TOOLS TO THE 
| LANDSMAN'SS 








TASTE ! 


Ask Your Jobber 


Your jobber either has or can 
get this No. 8588 Automatic 
Tool Display for you. Phone 
or write him now .. . or write 
Millers Falls direct, giving 
your jobber’s name and ad- 
dress. 


MILLERS FALLS 
TOOLS 


MILLERS FALLS COMPANY 


Greenfield, Massachusetts 





For GIANT sates 


“Little Giants” are the most popu- 
lar, fastest selling screw plates in the 
world. It’s no wonder when you 
think of the service the tool-buying 
public gets from them. 


A million sets in daily use proves 
what profit-making items they are 
... and suggests the importance of 
the steady replacement market that 
is already built up for you. It is 
easy to sell “Little Giant” Screw 
Plates. Stock them today for im- 
mediate delivery to your customers 
and increase your sales of screw 
plates. 


GREENFIELD TAP & DIE CORP. 
Greenfield, Mass. 
Detroit Plant: 2102 West Fort 8st 


Warehouses in New York, Chicago, Los Angeles 
and San Francisco 


Im Canada: Greenfield Tap & Die Corp. of Canada 
Ltd., Galt, Ont. 


GREENFIELD 








to do to accumulate these figures 
is to instruct your bookkeeper to 
open a set of ledger sheets with 
the expense headings indicated 
on the following pages. As bills 
are entered throughout’ the 
month, he should carefully note 
all items which indicate that 
they are to be charged to the con- 
tract builders’ hardware (as 


WHAT TO DO 


described later) and post these 
items to the respective ledger 
sheets maintained. In addition, 
at the end of the month, he will 
make entries for such items as 
rent, depreciation, and other 
items which are not received on 
invoices, together with the over- 
‘head and administrative expenses 
which cannot be directly charged. 





HOW TO DO IT 


Rent 


Your contract builders’ hardware 
department should be charged with 
a proportion of the rental or a pro- 
portion of the occupancy cost of 
your business. 


Establish a fair rental base. upon 
the square feet of space allotted to 
the department in comparison with 
the total space rented. If you do 
not rent your space but own your 
own building, use the total occu- 
pancy cost such as real estate tax, 
depreciation on building and other 
items taking the place of rent. 


Equipment 


The department should be charged 
with the depreciation of display 
cases, catalog cases, furniture, 
typewriters, filing cases, samples, 
etc. 


Depreciation may be computed on 
a 10-year basis or other life de- 
pending upon the asset. Regarding 
samples, you may either use a de- 
preciation basis or you may estab- 
lish a fixed value for all samples 
and charge as depreciation cost, 
such deplacements as are made 
from time to time. 


Salaries and Commissions 


You should charge here all salaries 
and commissions of employees en- 
gaged full time or part time in 
your department. 


List those employees who are em- 
ployed full time in your depart- 
ment and segregate and charge 
here all the salaries or commis- 
sions paid to them. If any em- 
ployees are employed on a part 
time basis, then they should pre- 
pare a report weekly or monthly 
so that a proportion of their sala- 
ries may be computed. 


Traveling and Contact Expense 


If any traveling and entertainment 
expense is incurred in connection 
with contract builders’ hardware, 
it should be charged directly to 
the department. 


Employees who incur this expense 
should indicate upon their expense 
reports that it is to be charged to 
this department. 


Social Security Taxes 


Since Social Security taxes are 
paid upon the salaries of em- 
ployees this department should 
share its proportion of the tax. 


For all practical purposes, the 
computation of 4 per cent of sal- 
aries paid may be used. 


Advertising 


The cost of circulars, folders or 
other forms of advertising of the 
department and any trade paper 
or newspaper advertising should 
be charged here. 


It is only necessary to place this 
information upon your purchase 
order at the time you purchase the 
advertisement or ordering the ma- 
terial to be mailed. The maédling 
department should also prepare : 
report of the actual postage used 


Donations and Association 
Memberships and 
Subcriptions 


Any of these items directly in- 
curred for the sole use of the con- 
tract builders’ hardware depart- 
ment should be charged to it. 


It is merely necessary to place 
this information on purchase or- 
ders or on the invoices when re- 
ceived. 
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WHAT TO DO 


Stationery and Supplies 


Any items of stationery and sup- 
plies specifically purchased for the 
contract builders’ hardware de- 
partment should be charged to it. 
This should not include any gen- 
eral stationery or forms common 
to the business as a whole. 


HOW TO DO IT 


At any time that special stationery 
is purchased, such as bid sheets 
and the like, then it is merely 
necessary to indicate this upon the 
purchase order. 


Postage 


lf it is possible then we should 
charge the department with its 
own postage costs. 


This sometimes is difficult if your 
mailing department does not fol- 
low a regular reporting system. 
However, you may establish a spe- 
cial postage fund in the contract 
builders’ hardware department and 
they can affix their own stamps. 
In this way, the cost will be easily 
determined. 


Telephone Calls 


As far as practical we ought to 
charge the department with any 
special calls made. However, since 
this is impractical for local calls, 
it _—— be confined only to toll 
calls. 


Have your operator make a note 
of all toll calls made for em- 
ployees of the contract builders’ 
hardware department. 


Telegrams 


In every instance this department 
should be charged with cost of 
this type. 


It is merely necessary to write the 
words “contract builders’ hard- 
ware” on the bottom of the copy 
of the telegram. When the bill is 
checked each month, these items 
may be segregated. 





Indirect Expenses 


You may, if you wish, distrib- 
ute these items individually so 
that you can know what propor- 
tion of each element is charged 
to contract builders’ hardware. 
Or if you prefer, you may mere- 
ly list your total indirect ex- 
penses and charge the amount in 
one figure. Under this heading 
will come: 

1. Salaries of executives or 
management. 

2. General office salaries. 

3. Supplies, invoices, book- 
keeping salaries, etc. 

4, Legal and collection ex- 
pense. 

5. Credit reports, etc. 

6. Bad debts. 

7. Shipping and delivery ex- 
penses. 

8. Receiving department ex- 
penses. 

9. Taxes, city and county, 
state, sales tax, gross receipts 
tax, mercantile tax, etc. 

10. Insurance, group and fire, 
transportation, fidelity, etc. 

11. Miscellaneous expense. 

It must be understood that no 
business can function without 
this type of expense. If they 
were not available to your con- 
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tract builders’ hardware depart- 
ment, through the general organ- 
ization, it would be necessary to 
incur this expense directly in 
order to operate properly. 

This classification of expense 
accounts should be used for gen- 
eral expense in any event, and it 
is, therefore, merely necessary to 
compute the percentage of sales 
of contract builders’ hardware to 
the total sales of the business 
and to allot to them that propor- 
tionate share of the general and 
administrative expense. If this 
results in an inequitable charge, 
then some other base must be 
used for the distribution. 


Start at Once 


We suggest that you institute 
this accounting procedure at 
once and that beginning Jan. 1, 
1940, monthly reports be sub- 
mitted. These need not be 
signed. We will compile the 
totals thereof and compute the 
average of each type of expense 
to total sales. You will then have 
the benefit of being able to com- 
pare these averages with your 
own costs to measure your effi- 
ciency in comparison with your 
competitors. 








THIS DISPLAY 
CARTON WILL 


SELL!\ 


TACK-POINT CORRUGATED 
FASTENERS FOR YOU 


Here’s a product that goes to work for 
you as soon as you place the attractive 
display carton on the counter. Practically 
all your « s—h 8, carpen- 
ters, anyone who owns a hammer, can use 
Acme Tack-Point Corrugated Fasteners. 
Turnover is fast. Repeat purchases are fre- 
quent. 








Stronger joints are made easier and faster 
in almost any kind of wood pr 

beveled points, sharp cutting edges pene 
trate, but do not crush the wood fibers. The 
divergent feature draws the two pieces of 
wood closer together. 


PACKAGED IN 3 POPULAR SIZES 


rw ~ 





¥%x 4, %x 5, or % x 5—fifty fasteners 
to a package—I12 boxes in each display 
carton. For quantity users: standard car- 
tons of 250, 500 and 1000 fasteners; boxes 
of 100 fasteners, 10 boxes to a carton; and 
in 100-Ib, kegs. 
IF YOUR JOBBER CAN‘T SUPPLY YOU 
WRITE US DIRECT 


ACME STEEL COMPANY 


2838 Archer Avenue, Chicago, Ill. 
Branches and Sales Offices in Principal Cities 





ee 
FREE SAMPLE BOX \= er 
" 


Acme Steel Company 
2838 Archer Ave., Chicago, Ill. 


Gentlemen: 


Send me a free package of Acme 
Tack-Point Corrugated Fasteners. 


Name 
Address 
City 2 2: 


















Won First Award—Cost $5.00 


“Silent Night! 
Holy Night! 
All is calm, 
All is bright.” 


HUS the little Dutch boys sang 

carols, and brought the spirit of 
Christmas to Charlottesville, Va., a 
year ago. 

In order to stimulate early shop- 
ping for Christmas the Retail Mer- 
chants Association, sponsored a 
Christmas window unveiling. Local 
and county newspapers carried large 
advertisements of this campaign, and 
the local broadcasting station gave 
regular flashes of this big Christ- 
mas opening to take place on 
November 30, 1938. 

Stores were divided into five 
classifications, and an award was 
offered for the best display in each 
class. Windows were covered with 
wrapping paper, and all unveiled 
at 7 o'clock. There were three 
judges, who passed up and down the 
streets making the selection of the 
five best windows. They judged 


by the following: (a) cleanliness, out; (d) coherence. 


treatment of merchandise; (b) neat- 
ness, harmony; (c) originality, lay- 








A New Chance for Profits 


with Parsons’ Slate and 


Asbestos Cutters 
Portable... Efficient... Light Weight 


«oe eeneee. . ss, 
Pays for Itself on the First Job 


Carpenters, Contractors, Roofers . . . in fact 
all mechanics . . . have use for Parsons’ Slate and 
Asbestos Cutters. 
Light in weight . . . only 5!/2 Ibs. . . . they are 
portable and extremely simple in operation. Cut 
slate and asbestos shingles quickly and easily, an 
length or width to conform to all angles of V. 
leys, Hips, Starters, End Row Pieces, Notches, etc. 
Measures 18” long, 34" high, I" to I" wide. 
May be carried in tool kit and actual cutting done 
on roof or scaffold. 
Slate cutter takes all slate up to 4” thick . . . Asbestos cutter, all asbestos 
shingles and siding up to 3/16" thick. Have malleable iron frame and cadmium 
plated, drop forged, steel cutting blade, carefully heat treated. 


Prices boxed for Shipment— 


Slate Cutter, Retails for 
Asbestos Cutter, Retails for 


Substantial discount assures liberal profit. 
Order a sample today—or write for descriptive circular. A ready market awaits you. 


PARSONS BROS. SLATE CO., Pen Argyl, Pa. 


Miners and Manufacturers of All Slate Products Since 1892 











60 


Here’s the window display that was featured last Christmas 
by the W. T. Martin Hardware Co., Inc. of Charlottesville, Va. 


The W. T. Martin Hardware Co., 
Inc., was particularly impressed with 
one statement in the instructions, 
“It’s not how much you spend on 
your windows—it’s the manner of 
presentation that wins first prize.” 

So they built their window very 
simply, almost non-commercial, in 
fact, but with as much “heart ap- 
peal” for the holiday season as 
possible. 


Small Cost—Little Effort 
—Big Results 


First, they borrowed from the 
John T. Lewis Co., six of their little 
Dutch boys. Their buckets were 
garlanded with evergreens, and 
tied with bows of red ribbon. One 
little boy, the leader of the carol 
singers, carried a large sheet of 
music. Christmas carols played on 
a Victrola, inside the store and am- 
plified through a loud speaker just 
above the window, gave a semblance 
that the little Dutch boys, with 
their happy, smiling faces, were 
actually singing. 

The cotton batting, artificial snow, 
curtains, drapes, and ribbon were 
the only things purchased, and cost 
less than $5.00. 

The streets, beautifully decorated 
with ropes of evergreens and lighted 
with colored bulbs, were filled until 
a late hour, with an enthusiastic 
and highly appreciative crowd. 

The firm was gratified to receive 
the first prize. 
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Ideas (Limited ) 
(Continued from page 50) 


imagination we wonder about our 
wisdom in burying our immense 
hoard of gold at Fort Knox and 
silver at West Point. 

When we have most of the gold 
why can’t foreign nations who 
have been drained just put gold 
in the discard as a measure of 
value? 


Ali in One Spot! 


Once I had quite a collection of 
personal jewelry. Someone pre- 
sented me with a nice red leather 
jewel box. I carefully placed all 
my supply in this box. When our 
apartment was jimmied and bur- 
glarized the thief found my collec- 
tion all ready in one place just 
waiting for him. When I think of 
all our gold in one place and all 
our silver in another I am re- 
minded of my little real leather 
jewel case! 


* * . 


Across from my office window 
is a Loew’s moving picture show. 
The building is old and dingy. But 
I note that Loew’s have a large 
upright sign covering the entire 
height of the building. Then over 
the entrance they have a box or 
marquee sign. I have been watch- 
ing workmen painting up these 
signs. They haven’t touched the 
old building but those signs with 
their electric lights and brilliant 
fresh paint do look scrumptious. 


Set an Example! 


So I get this idea—hardware 
men sell paint, electric bulbs, 
wire, etc., etc.—why not work out 
a sign painting and refurbishing 
week in your town? Set the ex- 
ample yourself! Imagine a town 
with all new freshly painted signs! 

Standing at a railroad station 
I asked a friend to pick out the 
signs he could read the best on 
the billboards across the tracks. 
He picked out two. It was what 
I expected. These signs were 
painted in blue and yellow. Those 
two colors make the cleanest and 
best looking signs. 
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No, sir! You couldn’t pick a better 
time than right now to lay in a supply 
of General Electric Clocks! 


In the first place, Christmas—the best 
clock season of all—is just ahead! And 
in the second place, right now General 
Electric offers you the hottest set-up 
in the electric clock business—22 
brilliant new models—a barrage of 
national magazine advertising— and 
a spot merchandising display that’s 
the smash hit of the industry! 


Get behind this dramatic merchandis- 
ing program and make 1939 your 
biggest and best clock year! There’s a 
wholesaler near you who can fill your 
requirements promptly. If you do not 
know his name, write us. General Elec- 
tric Clock prices start at $2.95 retail. 


GENERAL ELECTRIC COMPANY 
APPLIANCE AND MERCHANDISE DEPT. 
BRIDGEPORT, CONNECTICUT 


ATHENS—A_trim_ bent-wood 
Occasional Clock of modern 
classic design. Beautifully fin- 
ished in dark brown walnut. 
Light cream dial. Model 4H-84. 
List, $7.95. 


Walnut finish. 


u : ae ea panel te 
FRAMINGHAM—An ‘attractive, wood- 
cased cyclometer clock for desk use. 
Brown walnut finish. Gold-colored 
escutcheon plate. Light cream numeral 
drums. Model 8B-10. List, $9.95. 


SERF—A wood-cased Alarm 
Clock of original design. 
Ivory dial. 
Model 7H-108. List, $6.95. 
Also available without alarm, 
Model 3H-92. List, $5.95. Model 5H-66. List, $5.95 


“ISLAND OF PROFIT’ DISPLAY 


A knockout! Holds nine clocks. Only 
16 inches in base diameter. Richly 
colored in maroon, gold and old 
ivory. Durable Presdwood and metal 
construction. Make certain your G-E 
Clock Wholesaler reserves one for 
you. Write him for details. 


OVERSEER—A glamorous 
gold-colored occasional clock 
of smart and distinctive appear- 
ance. Strikes a new note in clock 
styling. Gold-colored hands. 


GLOUCESTEa—A trim nautical tam- 
bour clock, smartly shipshape in design 
and spirit. Real ship’s-bell strike. 
Mahogany finish. Brass spokes. Cream 
and gold-colored dial. Model 6B-06. 
List, $18.95. 


GENERAL ih ELECTRIC 
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CONTINENTAL STEEL CORP. MAKES SALES 
APPOINTMENTS IN ITS SHEET DIVISION 


Announcement has been made 
by Edmond P. Severns, vice- 
president in charge of sales for 
the Continental Steel Corp., Ko- 


JOHN F. McCOMB 


komo, Indiana, of the following 
appointments in the sheet divi- 
sion of the company: 

John F. McComb, since Sep- 
tember, 1937, assistant sales man- 
ager of the wire division, has 
been named sales manager of 
the merchants’ trade sheet divi- 
sion for the company’s Kokomo 
and Indianapolis plants. A. C. 
Huber, since July, 1931, assistant 
sales manager of the manufac- 
turers’ sheet division, has been 
appointed sales manager of the 
manufacturers’ sheet division, for 


A. C. HUBER 





the company’s Kokomo and In- 
dianapolis plants. 

Hoyt Shepard, since 1930, as- 
sistant sales manager of the sheet 
division, has been named assis- 
tant to the general sales man- 
ager. W. Paul Irwin continues 
as sales manager of the Superior 
Sheet Steel Co., Canton, Ohio, 
a Continental subsidiary. 

Mr. McComb has been iden- 
tified with Continental since 
May, 1928, being sales manager 
of the ornamental and chain-link 
divisions until April, 1934. At 
that time, he was named sales 
manager of the eastern division 
of the company. He was named 
assistant sales manager of the 
wire division in September, 1937. 
Prior to his connection with Con- 
tinental, he was with Capper 
Publications. 

Mr. Huber, who has been en- 
gaged in the sheet steel industry 


HOYT SHEPARD 


for 32 years, started with Con- 
tinental in July, 1931, as assistant 
sales manager of the manufac- 
turers’ sheet division. His previ- 
ous connections were with the 
Stark Rolling Mill Co., Canton, 
Ohio, which later became the 
United Alloy Steel Corp., and 
with the Alan Wood Iron & 
Steel Co., Philadelphia, Pa. 

Mr. Shepard’s connection with 
the organization began in 1921 
with the Chapman-Price Steel 
Company, a subsidiary of the 
Continental Steel Corp. since 





1927. In 1930, he was named 
assistant sales manager of the 
sheet division of the Kokomo and 
Indianapolis plants. 


W. PAUL IRWIN 


Mr. Irwin started his career 
in the steel industry with the 
Canton Sheet Steel Co., Canton, 
Ohio. In 1921, he entered the 
production department of The 
Superior Sheet Steel Company, 
Canton, Ohio, a Continental sub- 
sidiary since 1927. He served as 
assistant sales manager of this 
concern until 1934, when he be- 
came sales manager. He con- 
tinues in this capacity with the 
organization. 


HARDWARE FIRMS WINNERS 
IN PLASTICS COMPETITION 


In the fourth annual Modern 
Plastics Competition sponsored 
by Modern Plastics, 122 E. 42nd 
St., New York City, the follow- 
ing firms received awards in 
their respective divisions: indus- 
trial parts, molded, Millers Falls 
Co., Greenfield, Mass., for its No. 
590 Torpedo Level; industrial 
parts, laminated, Westinghouse 
Electric & Mfg. Co., Micarta 
Div., Trafford, Pa., for its re- 
frigerator door liner; decorative 
products, molded, Stewart-War- 
ner Corp., Chicago, IIl., for its 
“Air Pal” midget radio; trans- 
port, Delta Electric Co., Marion, 
Ind., for its bicycle lamp and the 
Nash-Kelvinator Corp., for its in- 
strument Panel and clock crystal. 





BENDIX NAMES BRANCH- 
RESALE OPERATIONS HEAD 


A. L. McCarthy has been 
named manager of branch and 
resale operations for Bendix 
Home Appliances, Inc., South 
Bend, Ind. Mr. McCarthy wa: 
formerly vice-president in charge 
of sales for the Eureka Vacuum 
Cleaner Co., Detroit. 

The Bendix Company is said 
to be shaping plans designed tc 
establish a national hiring and 
training program involving every 
state, and between 5,000 and 
7,500 men will be’ given special 
ized education on the merchan 
dising of the company’s auto 
matic home laundry unit. 


MATHEWS ELECTED 
DEVOE DIRECTOR 


E. S. Phillips, president, De 
voe & Raynolds Co., Inc., New 
York City, has announced the 
appointment of W. H. Mathews 
as vice-president in charge of the 
trade sales division and his elec 
tion as a director of the company. 

Mr. Mathews for some 20 
years has been connected with 
Remington-Rand in _ executive 
capacities, since 1937 as vice- 
president and chairman of the 
general sales committee, having 
also served as a director of the 
Office Equipment Manufacturer: 
Institute. 

With Devoe & Raynolds Co.. 
in addition to serving as director, 
Mr. Mathews will assume charge 
of all trade sales including store 
and warehouse activities for De. 
voe and its various subsidiary 
companies. 


W. H. MATHEWS 
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GLIDDEN COMPANY PROMOTES 
SALES DEPARTMENT EXECUTIVES 


ln effecting a re-alignment of 
the personnel of its sales depart- 
ment, The Glidden Company, 
Cleveland, Ohio, has promoted a 
number of its executives. Aimed 


LLOYD L. STOREY 


at eliminating duplication of ef- 
fort and creating a nfbre closely 
knit organization, the change 
will introduce some innovations 
in retail distribution. It became 
effective November 1. 

Lloyd L. Storey, formerly man- 
ager of retail stores, has become 
the executive head of the trade 
sales division, a new grouping 
which combines the present mer- 
chant sales and retail stores divi- 
sions. He will be in direct 
‘harge of all store executives and 


P. L. LOTZ 
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other retail activities in paint and 
varnish sales. 

P. L. Lotz, former director of 
merchant sales, assumed the post 
of manager of advertising and 
sales promotion for both trade 
and industrial sales in the paint 
and varnish division. 

J. L. Noon continues as man- 
ager of the industrial and trans- 
portation sales division with 
Henry D. Coulton as his new 
assistant. T. H. Turney, who has 
been associated with the com- 
pany for some time, will retain 
the post of assistant advertising 
manager. 

Robert P. Morris and D. L. 
Horsburgh, two other  experi- 
enced men of the paint company, 
have been selected as assistants 
to Mr. Storey. 


G-E MAKES RADIO 
TELEVISION APPOINTMENTS 


T. F. Hall, associated with 
General Electric appliance ac- 
tivities in various capacities for 
the past nine years, and more 
recently manager of radio sales 
in General Electric’s southwest- 
ern district at Dallas, has been 
transferred to Bridgeport, Conn., 
as a member of the merchandis- 
ing services section of the G-E 
radio and television department. 
Jack J. Broderick has been 
named manager of order service 
for the same division. 














H. W. Bennett, a district radio 
specialist of the General Electric 
Co. since 1930, has been trans- 
ferred from his post as district 
radio sales manager in the G-E 
Minneapolis office to Bridgeport, 
Conn., to become manager of 
radio tube sales. 


WESTINGHOUSE BUYS FRONT 
CO.’S ELECTRICAL BUSINESS 


Bonnell W. Clark, president of 
the Westinghouse Electric Supply 
Company, has announced the 
purchase of the business of The 
Front Company, 26-year-old elec- 
trical supply house at 1117 Main 
St., Wheeling, West Virginia. 

The company acquiring the 
Wheeling business is a subsid- 
iary of the Westinghouse Elec- 
tric & Manufacturing Company 
and is a national distributing 
organization for electrical sup- 
plies, apparatus and appliances. 
It is now operating in 76 of the 
larger cities throughout the 
United States. 

Warren I. Bickford, district 
manager of the Westinghouse 
Electric Supply Company of 
Pittsburgh, stated that S. S. 
Front, former president of the 
Front Company, would become a 
branch manager of the Westing- 
house organization and the Front 
personnel would be retained with 
probable employment of more 
people as the facilities of the 
distributing organization here are 
increased. 








associated with the American 
Wholesale Hardware Co., Long 
Beach, Calif., as buyer and man- 
ager of its builders’ hardware 
department. 

Mr. Compton has had wide ex- 
perience in the builders’ hard- 
ware field. He was formerly 
associated with the Union Hard- 
ware & Metal Co., Los Angeles, 
for three years. Previous to that 
he was with the Peden Iron & 
Steel Co., Houston, Tex., for 
three years and with the McKin- 
ney Mfg. Co., Pittsburgh, Pa., 
for 10 years. 








COMPTON HEADS BUILDERS’ HDWE. DEPT. 
FOR AMERICAN WHOLESALE HDWE. CO. 


Ralph J. Compton has become 


RALPH J. COMPTON 





REMINGTON’S NEW TEXAS 
DISTRICT SALES MANAGER 


Dewey E. Godfrey, well-known 
arms and ammunition represen 
tative, has been appointed dis- 
trict sales manager for the Texas 


DEWEY E. GODFREY 


Division of the Remington Arms 
Co., Inc., Bridgeport, Conn. Mr. 
Godfrey succeeds J. W. Speight, 
who retired from active service. 

In 1916 he went to Orange, 
Texas, as a bookkeeper and 
stenographer for the East Texas 
Hardware Company. Soon he was 
promoted to general manager and 
buyer of the company, holding 
this position until July 15, 1923. 

In 1923 Mr. Godfrey joined 
the former Peters Cartridge Com 
pany, now the Peters Cartridge 
Division of Remington, and be 
gan sales work in the South 
Texas territory. He was later 
made special representative for 
Peters in the southern half of 
Texas and a portion of south 
western Louisiana. 

Before his appointment to his 
present position he served Rem 
ington as assistant sales manager 
in the Texas district, which has 
headquarters at 1239 Liberty 
Bank Building, Dallas. 

N.R.H.A. WILL HOLD 

CONGRESS IN NEW YORE 

The National Retail Hardware 
Association, 915-935 Security 
Trust Bldg., Indianapolis, Ind., 
will hold its forty-first annual 
Congress, July 15-18, 1940, at the 
Hotel New Yorker, New York 
City, N. Y. Rivers Peterson is 
managing director of the asse- 
ciation. 
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Are you using 


Eagle's Promotional Plan 
to build 
Sales and Profits? 


HARDWARE dealers everywhere are cashing 
in on what many say is the finest promotional 
plan ever created for them. More are taking ad- 
vantage of it every day. 


Developed with the dealer's interests in mind, 
this unique plan brings new faces into your 
store. People’s Hardware Stores of Washington, 
D. C. say: “It stimulated sales on all lines of 


merchandise sold.” 


Definite proof of the nation-wide interest 
among boys in building Flying Eagle Racers is 
being produced daily. Recent test advertising in 
Boy's Life and Catholic Boy brought a stagger- 
ing response from boys in every state. 


Because this effective Eagle merchandising 
effort does build good will and increase sales 
and profits, more hardware dealers are swing- 
ing every day to Eagle for their padlock, night 
latch, cabinet and trunk lock, and wood screw 
and machine screw needs. 


“Terry of Terryville” is ready to help you gen- 
erate interest among boys in your community in 
forming Flying Eagle Racer Clubs. Write today 
for complete details of how Terry stimulates 
sales and builds profits for you. 





EAGLE LOCK Co. 


General Oftices 


Branch Oftices 


26 Warren St., New York 
521 Commerce St., Philadelphia 


NIGHT LATCHES + TRUNK LOCKS « 


PADLOCKS «+ 





CABINET LOCKS * WOOD SCREWS + 


179 N. Franklin St., Chicago 
114 Bedford St., Boston 


FRONT DOOR SETS 


STOVE BOLTS + 


TERRYVILLE, CONN. 


* STORE DOOR SETS 


MACHINE SCREWS 





IMPLEMENT DEALERS ELECT OFFICERS 
AT 40TH NATIONAL CONVENTION 


At the fortieth anniversary 
convention of the National Fed- 
eration of Implement Dealers’ 
Associations held recently in 
Chicago, the following officers 
were elected: president, H. L. 
Taylor, Alexandria, South Da- 
kota; vice-president, Glenn B. 
Tharp, Danville, Ind.; directors 
for three year terms, B. F. 
George, Spring Valley, Ill., and 
M. M. Smith, Clay Center, Kan.; 
director to fill the unexpired 
term of Mr. Tharp, L. C. Hille- 
man, State Center, Iowa. Alfred 
W. Bernient, outgoing president, 
was returned to the executive 
committee for a term of three 
years. 

At the board meeting following 
the dismissal of the convention, 
H. L. Covert, Kansas City, Mo., 
was elected secretary and M. M. 
Smith, Clay Center, Kan., was 
elected treasurer. The associa- 
tion offices are being moved from 
Kansas City, Mo. to 310% 
Broadway, Abilene, Kan. 

A tentative program was en- 
dorsed to be carried into effect 
as plans were developed for 
greater service to the retail farm 
equipment dealers. This program 
includes the following: 

To keep in touch with all gov- 
ernment legislation and all legis- 
lative and administrative ruling 
as may affect the trade, and lend 
support to all legislation bene- 
ficial to its interests; to provide 
adequate, uniform accounting 
systems for the use of the trade; 
to conduct annual surveys on the 
cost of doing business; to pro- 
vide such uniform office and 
other forms as may be used to 
advantage by members; to estab- 
lish a research department to 
make scientific studies on sub- 
jects affecting the members’ wel- 
fare; to establish a legal depart- 
ment, and to develop more 
friendly relations and _ better 
understanding between members, 
themselves, and between mem- 
bers and manufacturers, whole- 
salers, farmers, and the govern- 
ment. 

Henry A. Schantz, chairman of 
a special committee, reported to 
the convention that it was the 
consensus of the delegates pres- 
ent that there should be sub- 
mitted to the constituent associa- 
tions a proposal to change the 
name of the organization to the 
National Retail Farm Equipment 
Association. The organization 
will consist of the constituent as- 
sociations as before. 

Dues are to be increased, ef- 
fective as of Oct. 1, 1940, this 
to create a fund from which an 
enlarged program may be _ in- 





augurated. This is to include a 
full-time executive secretary with 
a central office, the activities of 
the executive seoretary to be 
directed by the board of directors 
or executive committee which will 
meet at regular intervals quar- 
terly and as frequently in addi 
tion to those meetings as may 
be required. 


UNDERHILL CLINCH TO 
MOVE QUARTERS 


Underhill Clinch & Co., whole- 
sale hardware firm at 76 Ninth 
Ave., New York City, will on or 
about Dec. 1, move its offices and 
warehouses to larger quarters at 
150 Varick St., New York City. 
The move is being made so that 
the company can avail itself of 
better transportation facilities 
afforded at its new location. At 
the new address, Underhill 
Clinch will have available the 
facilities of the Holland Tunnel 
for New Jersey dealers, the Wil- 
liamsburg Bridge for Long 
Island customers and the West 
Side for its Westchester custom- 
ers. 


MARSHALL HEADS HORTON’S 
WESTERN DIVISION 


A. E. Askerberg, general man- 
ager, Horton Mfg. Company, Fort 
Wayne, Indiana, has announced 
the appointment of Willis M. 
Marshall of Denver, Colorado, as 
an addition to the Horton sales 
staff. Mr. Marshall will be dis- 
trict manager in Horton’s west- 
ern division covering an impor- 
tant territory for the company. 
For a number of years, Mr. Mar- 
shall has been connected with 
wholesaling and retailing of 
home laundry equipment, and is 
well qualified to take over the 
duties of his new position. 





WILLIS M. MARSHALL 
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PYLE HEADS HYGRADE 
' LAMP SALES 


Charles G. Pyle has been ap- 
pointed sales manager of Hy- 
grade lamp division, Hygrade 
Sylvania Corp., Salem, Mass. Mr. 





CHARLES G. PYLE 


Pyle fills the vacancy left by the 
retirement of S. N. Abbott, under 
whom he served for many years 
as assistant sales manager. 

Mr. Pyle’s connection with the 
Hygrade Sylvania Corporation 
dates back to 1920, when he first 
joined the sales force. Since 
that time, he has served as dis- 
trict manager of Hygrade lamp 
division in many sections of the 
country. He was also at one time 
field sales supervisor. 

For the time being, he will 
continue to work from Hygrade’s 
Chicago office, located in the 
Field Bldg., but he eventually 
plans to establish his headquar- 
ters at the New York office, 500 
Fifth Ave., New York City. 


CLEVELAND HONORS 
WORTHINGTON CO. AS ITS 
OLDEST INDUSTRIAL FIRM 


Oct. 24th was set aside by the 
Cleveland Chamber of Commerce 
as Industrial Enterprise Day and 
the Geo. Worthington Co., 802- 
832 St. Clair Ave., N. W., Cleve- 
land, was signally honored as 
that city’s oldest industrial or- 
ganization. 

Under the sponsorship of the 
Chamber, the representatives of 
252 Cleveland firms, each estab- 
lished 40 years or more, gathered 
at a luncheon in the Hotel Car- 
ter, at which the guest of honor 
was Col. Frank Knox, of Chi- 
cago, who spoke over a nation- 
wide hookup on the “Private 
Enterprise System in Peace and 
War.” 

After a welcoming speech by 
Mayor Harold H. Burton and the 
speech of Col. Knox, Walter I. 


| nounced that the 





Beam, executive vice-president of 
the Cleveland Chamber an- 
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Chamber 
wished to pay tribute to the 
Worthington company as_ the 
city’s veteran industrial organi- 
zation. This tribute was in the 
form of a handsome plaque which 
was received on behalf of the 
company by its first vice-presi- 
dent, Louis H. Weber. In his 
acceptance speech, Mr. Weber 
pointed out that while the 
longevity and growth of the con- 
cern was due in great part to the 
vision and ability of the men who 
had guided it through the years, 
much was also due to the geo- 
graphical position and shipping 
facilities of Cleveland. 

All of the firms represented, 
also took part in a_ historical 
display. in which the oldest ex- 
hibit was an original copy of 
the Cleveland Whig of May. 
1835, in which appeared the first 
recorded advertisement of 
“George Worthington & Co.” 
This quaint advertisement stated 
that the firm was now receiving 
a large and very general assort- 
ment such as cutlery, saddlery. 
and coach trimmings, mahogany 
knobs, gun locks, and rifle bar- 
rels, powder, shot and bar lead. 
Swede, Russian, English, and 
American bar iron, cast German 
and English blistered steel, Amer- 
ican and coach spring steel, etc. 
The advertisement stated that 
these and other items would be 
sold at the lowest prices and a 
share of public patronage was 
respectfully solicited. 


E. C. ATKINS EXTENDS 
ARBUCKLE’S TERRITORY 


E. C. Atkins and Company. 
Indianapolis, Ind., has extended 
the territory of R. A. Arbuckle 
to include all of Ohio and West 
Virginia, and also the western 
portions of New York and Penn- 
sylvania. Mr. Arbuckle is well 
known in the hardware field and 
will be of assistance to whole- 
salers and dealers in his new ter- 
ritory. 





R. A. ARBUCKLE 











DOUBLE 
DUTY 
Ons 


Your customers can actually see that Warren Tools 
are precision made and built to deal one mighty blow 
after the other, WITH SAFETY. They are tools, not 
just the ordinary kind that every dealer has. . they 
are the tools that make extra sales and extra profits 
for you. Display them in a conspicuous place and 
you will be surprised at the extra profits Warren 
Tools will make for you. You will say “Why didn’t | 
do that before?” Check your stock now, and write 
for prices immediately. 








Picks Hoes Wrecking Bars Sledges 
Mattocks Crow Bars Hammers Mauls 
Wedges Blacksmith’s Tools and Tongs 


~ 


3) 
WARREN TOOL 


CORPORATION 


WARREN, OHIO 





SEND FOR CATALOG 


SHOWING COMPLETE LINE 








ey @ Here’s one way to 


increase your sales and profits 
in 1939: Carry a stock of the 
new Rixson Unt-Cueck Floor 
Checks, and tell contractors,arch- 
itects and building owners that 
you have them! Simple, good 
looking, no bulky hinges, no 
projecting arms... gentle but 
positive closing . . . they sell on 
their merits, at practically the 
same cost as clumsy, projecting 
type overhead door checks. . 

and bring good profit to you. 


PACKED CONVENIENTLY 
TO CARRY IN STOCK 


For single-acting interior doors, 

' in individual 
carton, com- 
plete for 


iT ee 
PAYS “TD @ 
TO HAVE == 
RIXSON 

UNI-CHECKS 
IN STOCK! 


THE OSCAR C. RIXSON CO. 
4446 Carroll Avenue, Chicago, Ill. 


RIXSON Representatives at—WNew York: 101 Park Ave. and 2034 


‘ebster Ave. - Philadelphia: ant Greenwood Ave., } a Pa. - Atlanta: 
leans: Broadway. Francisco: (16 New 
ageless 60 Santa Fe Ave. - . Beattie: 414 17th Ave. Ne. = 














UNI-CHECK—FOR SINGLE-ACTING INTERIOR DOORS 





























salesmen’s contest, 








BRIGGS & STRATTON NAMES WINNERS 
OF FARMER “QUIZ” WASHER CONTEST 
First prize of $300.00 awarded 


to E. H. Dunton & Son, hardware 
merchant of Annandale, Minn. 


E. H. Dunton & Son, Annan- 
dale, Minn., hardware merchant, 
was awarded first prize of $300 
in the “Quiz” contest sponsored 
by the Briggs & Stratton Corp., 
Milwaukee, Wis. This award 
was made because this dealer 
signed the prize-winning entry in 
the Farmer “Quiz” contest sent 
in by Mrs. William Westrup of 
Annandale. 

There were four other grand 
prizes for dealers: $250 to Eaton 
Norge Sales, Eaton, Ohio; $200 
to R. J. Gieselman, Sterling, 
Colo.; $150 to Postema Bros., 
New Era, Mich., and $100 to Fay 
E. Hoskins, Plainville, Ill. These 
same five dealers also each re- 
ceived an additional award of 
$25 because the same entries, 
bearing their signatures, that won 
the grand prizes for them, also 
won the individual state awards 
of $25 each. 

Other hardware dealers who 
received state prizes, cash awards 
of $25 each, are as follows: Pen- 
sacola Hdwe. Co., Pensacola, 
Fla.; Elliott Hdwe. Co., Lancas- 
ter, Pa.; Olinde Hdwe. & Sup- 
ply Co., Baton Rouge, La.; El 
Mondelo Hdwe. & Furniture Co., 
Taos, N. M.; M. O. Hellickson 
Hdwe., Tower City, N. D.; Mont- 
gomery & Crawford, Inc., Spar- 
tanburg, S. C.; Perman Hdwe., 
Greenway, S. D.; Patton Hdwe. 
Co., Kingston, Tenn., and Smith 
& Tomlinson Co., Hillsboro, Tex. 


Similar cash awards were also 





made to those washer manufac 
turers’ salesmen whose dealer- 
won prizes. These grand prize 
winners were: $300 to R. E. Fos 
dick, representing the Automatic 
Washer Co.; $250 to P. H. Puf 
fer, representing Norge Corp. 
$200 to R. Jennings, representing 
Beam Mfg. Co.; $150 to H. Var 
Anrooy, representing Barlow & 
Seelig Mfg. Co., and $100 to J 
Groshans, representing the Hor 
ton Mfg. Co. These men als 
received an additional $25 eacl 
as state prize winners, and simi 
lar prizes of $25 each were 
awarded to other washer manu 
facturers’ salesmen whose dealer- 
won state prize money. 

The Briggs & Stratton Corp 
points out that many other deal 
ers profited from increased sales 
of gasoline powered washers as 
a direct result of this Farmer 
“Quiz” Contest, as indicated by 
sales records showing over 45 
per cent increase in gas washer 
sales during the two months of 
the contest. 

Officials of the company had 
this to say: “We feel this contest 
has been a success. It has proven 
to washer manufacturers and 
dealers that which we have con 
tended for some time. 

“Farm people want power 
washers, they need power wash 
ers, they have the money with 
which to buy them. They will 
buy gas-powered washers, just a~ 
quickly as they will electric mod 





H. N. Brown, center, former sales manager of the Hall Hdwe. 


Co. Minneapolis, 


Minn., congratulates the first prize winner in 


the contest, E. E. Dunton of E. H. Dunton & Sons, Annandale, 
Minn., and grand prize winner in the washer manufacturers’ 


R. E. Fosdick, right, representing the Auto- 


matic Washer Go. 
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Urs. William Westrup, Route 2, Box 7, Annandale, Minn., as 

she was presented with two prizes—the grand prize of $750.00 

and the Minnesota state prize, a gasoline-powered washing ma- 

chine. Lee I. Archer, advertising representative, made the pres- 
entations. 


els, if they do not have high-line 
service—just as soon as dealers 
come in contact with these pros- 
pects, ‘talk’ washers, and explain 
how easy it is to change a gas 
washer to an electric by merely 
changing motors. 

“We feel that the farm market 
offers dealers an unusual oppor- 
tunity for washer sales in big 
volume. The stauration point is 
low, competition not so keen of- 
fering clean sales without trade- 
ins.” 

The Briggs & Stratton contest 
was held exclusively for farm 
people. Only those were eligible 
who actually lived in farm homes 


that were not using connected | 








BKLYN. APPLIANCE ASSN. 
HOLDS FALL EXPOSITION 


The fall Electrical Appliance 
and Radio Exposition with 47 
exhibitors showing the latest 
models, featured the October 25 
meeting of the Electrical Ap- 
pliance Dealers’ Association of 
Brooklyn held in the Grand Ball- 
room of the Columbus Club, in 
Brooklyn, N. Y. More than 300 
members and guests attended the 
banquet and short meeting which 
preceded the formal opening of 
the exposition. 

Lawson H. Brown, secretary to 
the President of the Borough of 


high-line electric service. The 
contest was aimed to bring to 
farm people a greater realization 
that just because a farmer doesn’t 
have electric high-line service, 
does not mean that he or his wife 
is denied the conveniences, com- 
forts and economies of modern 
home appliances such as wash- 
ing machines. 

The contest stressed the fact 
that three out of four United 
States farm homes still do not 
have electricity and that farmers 
can buy gasoline-powered ap- 
pliances today that are built so 
that at any time in the future 
they can be made over into elec; 
tric models by substituting ‘mo- 








Brooklyn, guest speaker, praised 
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tors. 


the work of the association and 
stressed the importance of urg- 
ing all customers to trade in 
Brooklyn. He cited the splen- 
did shopping facilities and num- 
ber of progressive merchants in 
the section as evidence of the 
city’s ability to give customers 
the best in merchandise values. 
President George W. Magno 
thanked the exhibitors for their 
co-operation and presided at the 
meeting. Sol Scholder, chairman 
of the Exposition Committee, 
asked members to place Christ- 
mas merchandise orders now and 
assist in reaching the goal of 
$100,000 sales established for the 


exposition. 








CLAMPS 
NO 
MOVABLE 
PLATES 


THE cutter is not clamped to the side of the 
head, but racks back and forth through the 
head. It can’t spring loose, and can be safely 
used fully extended. There being no crev- 
ices, there is no clogging. 


An accurate screw adjustment, not a slid- 
ing scale, governs the size of the hole. One 
complete turn of the adjusting screw en- 
larges the hole 44”; one-half turn, 1/16”, ete. 
Bit comes equipped with two sizes of cutters, 
affording a diameter range from %” to 214”. 


Here is an Expansive Bit you can sell to 
pattern makers, furniture repairers, cabinet 
makers, the better class of carpenter, the 
advance amateur wood worker, and all others 
who take their work seriously and know the 
investment value of good tools. Your jobber 


can supply you. 





FP] y 


AUGER BIT 





THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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Quality Products 
Manufactured Since 1899 


DOOR BUTTS 
Strap and Tee Hinges ? 
Wrought Steel Shelf Brackets veri 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware and Door Handles 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and Corner Braces 
Heavy Pressed Steel Door Handles 


Barre! Bolts 


All Are Available Through Progres- 

sive Jobbers and Are Fully Described 

in our Catalog No. 19, a Copy of 
Which Will Be Sent on Request. 


(SRIFFIN 


nufacturing (Company 





NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 





ERIE, PENNSYLVANIA 








AGENTS: 


BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 





|EVINRUDE SPONSORS XMAS DISPLAY CONTEST 


| Evinrude Motors, division of | fifth, sixth, seventh, and eight! 
Outboard, Marine & Mfg. Co.,| place. Three members of Evin 
Milwaukee, Wis., is sponsoring | rude’s advertising agency will act 
a Christmas window-floor display | as judges and their decisions will 
contest. A total of $75 in prizes | be final. In the event of a tie, 
will be awarded. To qualify for | duplicate prizes will be awarded. 
this contest dealers must use at | 
least one current model (1939) | 
Evinrude or Elto motor in their | 


display and must also use an KAPLAN HEADS N. Y. 
Evinrude Christmas poster, fur- | HOUSEWARES GROUP 


nished by the company. | Joseph A. Kaplan, head of his 

The display may be either on | own company and president of 
the floor or the window and must Comprehensive Fabrics, Inc., N. 
be in place by December 10. In| y., has been elected president 
making their decisions the judges | of the New York Housewares 
will not distinguish between | Manufacturers Assn., Hotel Penn- 
window or floor displays. | sylvania, N. Y. Other officers 

Entries will be in the form | elected were: William B. Flana- 
of photo® and no special entry | gan, vice-president and J. B. 
blank is required. All photos | Hardenbergh, treasurer. Mr. 
must be received by the company | Flanagan is president of A. 
not later than December 31. Kramer, Inc., and Mr. Harden- 

The prizes to be awarded are|bergh is associated with the 
as follows: first prize, $25.00; | Corning Glass Works. Mrs. Flo 
second prize, $15.00; third prize, | English is secretary of the asso- 











$10.00 and $5.00 each for fourth, | ciation. 


CHAMPION BOWLERS 





This team of champion bowlers plays under the sponsorship 
of W. McK. Reber, hardware dealers operating hardware stores 
in Bloomsburg and Berwick, Pa. Mr. Reber’s team has emerged 
as the 1939 champions, having played against five leagues, num- 
bering 40 teams. He has sponsored this bowling team for sev- 
eral years, giving it his close attention and coaching. Each 
member wears a white shirt with an advertising legend em- 
broidered in orange and black across the back. 

Members of the team are, standing left to right: Berth Kleck- 
ner, steel car worker; Russel Arndt, memorial salesman, and 
Dea W. Hess, manager for Mr. Reber. Kneeling, left to right. 
are: Llovd Coughlin, bank teller, and Harold Mellington, steel! 





car worker. 
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McBRIDE IN FIELD 
FOR G-E RANGES 


John F. McBride, who has 
supervised advertising and pro- 
motion on General Electric 
ranges from headquarters during 





T. F. McBRIDE 


the past two years, has been 
named field representative on 


New Credit Manual of Commercial 
Laws Explains Libel Laws 


The 32nd annual edition of the 
Credit Manual of Commercial 
Laws published by the National 
Association of Credit Men, One 
Park Ave., New York City, con- 
tains a number of new features 
in addition to the complete cov- 
erage of the Law of Libel as it 
pertains to business correspon- 
dence and more especially to 
collection letters. This new chap- 
ter on libel outlines in a definite 
way the kinds of words a cred- 
itor cannot write to a debtor in 
order to attempt to influence the 
latter to pay his account. 

During the last year the legis- 
latures in 44 states passed new 
laws affecting business opera- 
tions. All of these new laws 
have been included in the 1940 
edition of the Credit Manual. 
The new Manual, is designed as 
a handbook for business execu- 
tives, gives a complete summary 
of the Laws of Contracts, Sales 
and of Collections. This year’s 
edition is divided into nine main 
parts, the first one being “Mak- 
ing the Sale”; Part Il—covering 
every phase, of “Collecting the 
Account”; Part III—provides a 
summation of the laws in every 
state dealing with both selling 
and collecting under such head- 
ings as “Bad Check Laws,” 
“Bonds on Public Improvements,” 
“Bulk Sales,” “Chattel Mort- 
gages,” “Conditional Sales,’’ 
“Exemptions,” ‘‘Commercial 
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,; ranges and water heaters for the | 
|} company with headquarters in 
| Minneapolis. He will be part | 
of the organization of T. B. 
Allen, G-E district appliance 
sales manager in that territory. | 
In addition to covering that dis- 
trict, he will supervise the sale 
and promotion of ranges and 
water heaters in the territory of 
the G. E. Supply Corp. of Kan- 
sas City, working with distribu- 
tors and dealers. 





BOOSTERS ELECT 
1940 OFFICERS 


At the Oct. 27th meeting of 
the Hardware Boosters, New York | 
City, the following officers were 
elected for 1940: president, Ed 
Erickson, Ek Hardware Co.; 
vice-president, Harry Fox, Star 
Expansion Bolt Co.; secretary, 
Kenneth A. Heale, HARDWARE 
Acer, and treasurer, Albert West- 
phal, Corbin Screw Corp. and | 
Corbin Cabinet Lock Co. The 
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City: 


Crimes,” “Liens,” “Negotiable 
Instruments,” “Partnerships,” 
“Statute of Frauds” and “Unem- 
ployment Compensation.” 

Part IV covers the Law of 
Bankruptcy with an extensive 
chapter dealing with the proce- 
dure to be followed by a credi- 
tor in collecting a claim against 
an insolvent debtor and, also, the 
complete text of the new United 
States Bankruptcy Law known 
as the Chandler Act. Part V 
covers Federal Regulations af- 
fecting trade such as Anti-Trust 
and Trade Regulations, Robin- 
son-Patman Act, Wheeler-Lea 
Act, Tydings-Miller Act; also the 
Federal Wage and Hour Regula- 
tions as covered by the Fair 
Labor Standards Act of 1938, 
and also the National Labor Re- 
lations Act. Another chapter 
gives complete coverage on what 
to do when selling the United 
States Government. 

Other divisions of the 1940 
edition include a complete Di- 
rectory of Bankruptcy Referees 
and an extensive showing of 
legal forms as used in sales and 
collections. The entire volume 
is completely indexed, more than 
24 pages being devoted to a ready 
reference to more than 2,300 
main headings discussed in this 
important business handbook. 
The price of the 1940 edition, 
containing 768 pages, is $6.50 


Club, 1819 Broadway, New York | 
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ICE SKATES 


It's good business to stock known, dependable merchandise! 
That's the kind customers buy most readily and the kind that 
makes your selling job most profitable. Be ready to cash in 
on a natural "cold weather’ market by featuring UNION 
HARDWARE Ice Skates—the stand-by with skaters for more 
than seventy-five years. Extra sales are quickly and easily 
made with this famous, fast-moving line which comprises 
Hockey, Figure and Screw Clamp models in a pt sizes 
and styles to meet the need and preference of every buyer. 


Sturdily constructed, 
smartly designed and at- 
tractively finished, UNION 
HARDWARE Ice Skates 
are built to satisfy and 
priced to please. For il- 
lustrations and detailed 
y ‘ Z gaa of each skate 

in the 1939-40 UNION 

No. 1562 New Tubular Hockey Skates HARDWARE line ask for 


with Clamps. Satin Nickel Finish. @ copy of catalog No. 35. 
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a NEW 


TRANSPARENT HANDLE 


reenlee 


AUTOMATIC 


PUSH 
DRILLS 
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fhe fine appearance of all Greenlee Push 
Drills makes them easy to sell. In addition, 
the attractive iransparent handle has a 
special appeal for all lovers of fine tools. 
It serves as a magazine for eight drill 
points, so that they are fully visible and 
readily accessible. 


These drills can also be furnished with a 
hardwood handle, having a transparent ring 
next to the metal cap, making the ends of 
the drill points visible. 





You will have a decided advantage in ell- 
ing, if you can put a Greenlee Drill in the 
hands of a customer when he is interested. 
And, best of ali. you will find that it will 7 
stay sold. 


Order one of these drills now and see for 
yourself just how it operates and how at- 
tractive it is. Please give the name of your 
jobber and, if you would like to have a 
copy of the new catalog of Greenlee Auger 
Bits, Expansive Bits, Chisels, Spiral Screw 
Drivers, Draw Knives, Turning Tools, etc.. 
ask for Catalog No. 31. 





Greenlee Tool Go. 


1715 Columbia Avenue 
ROCKFORD, ILLINOIS, U.S.A. 
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| tions, died recently at his home 


| tack. Mr. Viall had been asso- 


| time of his passing, having been 


| president of the company and 


| the two subsidiary corporations 


| 1933-1915. 
| president of the New England 
| Foundrymen’s Association and of 
| the Manufacturers’ Research As- 
| sociation of Boston. His other 


| dency of the Wilcox & Gibbs 
| Sewing Machine Co. and direc- 
| torships in Gorham Mfg. Co. and 


| National Bank and served as a 


| lowing the completion of his 


| Little Falls, following several 


| 1895 he went to Fairmont and 





OBITUARIES 





WILLIAM A. VIALL 


William A. Viall, 77, vice- 
president and secretary, Brown 
& Sharpe Mfg. Co., Providence, 
R. L., and of the Brown & Sharpe 
Co. and Brown & Sharpe of New 
York, Inc., subsidiary corpora- 


in Providence, following an ill- 
ness resulting from a heart at- 


ciated with the Brown & Sharpe 
organization from 1890, until the 


elected secretary of the company 
in 1906. He was elected as vice- 


subsequently to the presidency of 


several years later. 

Active in the affairs of the 
National Machine Tool Builders 
Association, for many years, he 
was president of that group from 
He was a _ former 


affiliations included the presi- 


the Gorham Co. of New York. 
He was a director and vice-presi- 
dent of the Blackstone Canal 


director of other banks and of 
insurance companies. He was 
active in philanthropic work until 
the time of his passing. 

Mr. Viall is survived by a son, 
Richard Viall, assistant secretary 
of the Brown & Sharpe Mfg. Co., 
and’a daughter. 


JOHN MARSHALL JACOBS 


John Marshall Jacobs, presi- 
dent of the Jacobs-Hutchinson 
Hardware Co., Fairmont, West 
Virginia, passed away Oct. 27. 
He was 79 years of age and 
death followed a paralytic stroke 
suffered in September. 

; A leader in church, civic and 
business projects, Mr. Jacobs, fol- 


formal education, engaged in the 
mercantile business in 1884 at 


years of teaching school. In 


became manager of the Fairmont 
Planing Mill; later president of 
the Fairmont Mould & Foundry 
Co., and still later became presi- 
dent and manager of the Jacobs- 
Hutchinson Hardware Co. 

Mr. Jacobs was a member of 


Grocery Co., the National Bank 
in Fairmont. He served as presi- 
dent of the Chamber of Com- 
merce and was a director of the 
Fairmont Hotel Corp., the Fair- 
mont Business Men’s Assn., the 
Greater Fairmont Investment Co., 
and of the Y.M.C.A. 

Surviving Mr. Jacobs are his 
widow and three children, Mrs. 
Edna Jacobs Johnson; Mrs. Jes- 
sie Jacobs Lanham, and Melville 
Jacobs who is associated with his 
father in the business. 


MRS. JOHN P. BALDERSTON 


Mrs. John P. Balderston, presi- 
dent, Horace T. Potts Son & Co., 
Philadelphia, Pa., steel fabrica- 
tors, died recently following a 
short illness. Mrs. Balderston 
had been president of the Potts 
company since the passing of her 
husband, John P. Balderston, in 
1909. 


FRANK T. TRUDE 


Frank T. Trude, 67, Traverse 
City, Mich., hardware dealer, 
passed away Nov. 1 ‘at his home 
in that city following an illness 
of two weeks. Mr. Trude en- 
tered the hardware business in 
1891 as an employee of the J. A. 
Montague Hardware Co. In 1902 
he purchased the hardware busi- 
ness of W. J. Hobbs, in Traverse 
City, later moving the business 
to 104 E. Front St., where it is 
now located. He was for many 
years a very active member of 
the Michigan Retail Hardware 
Association, having served as a 
member of various committees 
and was at one time vice-presi- 
dent of the organization. He 
was an active churchman and a 
member of a number of fraternal 
and civic organizations, and was 
particularly active in the local 
Rotary Club and the Traverse 
City Chamber of Commerce, hav- 
ing been a board member and 
vice-president of the latter or 
ganization. 

Mrs. Trude, four daughters, 
two brothers and a sister sur 
vive. 


JACOB H. BAKER 


Jacob H. Baker, 70, Kansas 
City, Mo., hardware dealer since 
1901, passed away recently at 
the age of 70. He entered the 
hardware business in Kansas City 
38 years ago. He is survived by 





the board of the Stevenson 


three sons and three daughters. 
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E. L THOMAS 


E. I. Thomas, 40, assistant 
manager, Tampa Hardware Co., 
Tampa, Fla., passed away Octo- 
ber 24 after an illness of six 
weeks. He is survived by Mrs. 
Thomas and three children, E. I., 
Jr.. Jack and Jean Thomas. 


SABIN ROBISON 


Sabin Robison, 76, operator of 
a hardware store for twenty years 
in Leesburg, Ind., and former 





Kosciusko County recorder, died 
October 23, following an illness 
of two weeks. Surviving are Mrs. 
Robison and two sons, six grand- 
children and one great-grand 
child. 


GEORGE R. GARDNER 
George R. Gardner, Gardne: 


Chelsea St., Memphis, Tenn.. 
passed away recently at the age 
of 29. Mr. Gardner is survived 
by Mrs. Gardner and a son. 





1,000,000 Will Hunt Ducks This Year 


At least 1,000,000 Americans 
will hunt migratory waterfowl 
this year, Bureau of Biological 
Survey officials predict in a re- 
port to Secretary of the Interior 


Harold L. Ickes. 


The forecast was based on 
trends noted in the number of 
“duck” stamps, or migratory bird 
hunting stamps, sold in the past 
5 years. The total sales of “duck” 
stamps is considered to be a fair- 
ly accurate index of the number 
of hunters that engage in the 
sport, Survey officials said. 

According to a tabulation of 
stamp sales covering the five-year 
period, sales last year totaled 
1,002,700, with every State except 


Oklahoma and Massachusetts 
showing an increase over 1937. 
During the last five seasons, hunt- 
ers purchased almost 3% million 
of the “duck” stamps. The first 
stamp was sold on August 14, 
1934. 

At least 90 per cent of ihe 
proceeds from the sale of migra- 
tory bird hunting stamps, which 
must be in the possession of all 


than 16 years old, are used for 
the purchase and maintenance of 
migratory waterfowl refuges ad- 
ministered by the Bureau of Biol- 
logical Survey. Ten per cent of 
the money is used to enforce the 
law and to pay for the printing 
and distribution of stamps. 





REPORTED SALES OF MIGRATORY BIRD HUNTING STAMPS 


States 1934 1935 
Alabama ..... 2,533 1,403 
er 2,000 2,380 
Arizona ...... : 2,332 1,760 
Arkansas ....... 11,973 9,134 
California ...... 39.525 33,297 
Colorado ....... 10,482 6,695 
Connecticut ..... 4,372 2,116 
Delaware’ ....... 3,600 1,259 
Dist. of Col..... 1,204 958 
a 6,704 4,431 
Georgie ......... 1,540 730 
IOI 137 97 
SD lel sice-8: ara. bem 9,840 6,610 
(a 42,687 36,337 
SD og.s eld e 8,250 5,379 
RSS eae 16,129 18,910 
BS 6.5 one 17,334 17,353 
Kentucky ....... 2,314 1,291 
Louisiana ...... 20,081 10,242 
OO  — ee 6,539 3,214 
Maryland ....... 6,575 2,831 
Massachusetts .. 14,124 6,033 
Michigan ....... 25,348 14,796 
Minnesota ...... 51,536 44,062 
Mississippi ...... 4,703 3,154 
Missouri ........ 23,001 14,080 
Montana ....... 14,120 10,474 
Nebraska ..... . 21,336 17,818 
| eee 2,513 2,272 
New Hampshire. . 1,641 829 
New Jersey .... 12,739 6,040 
New Mexico .... 2,671 1,681 
New York ...... 21,502 11,917 
North Carolina. . 4,964 1,995 
North Dakota ... 5,947 6,581 
Pee 10,407 7,001 
Oklahoma ...... 27,862 8,824 
ear 13,199 9,709 
Pennsylvania .. 8,751 5,088 
Rhode Island . 1,794 1,074 
South Carolina... 1,800 1,944 
South Dakota .. 12,594 9,461 
Tennessee ...... 6,918 5,024 
BE nce ile obo 42,424 28,150 
) eee 7,133 3,672 
Vermont ....... 1,754 1,116 
See 4,628 1,792 
Washington ..... 29,0383 18,98) 
West Virginia... 566 396 
Wisconsin ...... 40,769 35,154 
Wyoming ....... 3,073 2,660 


605.001 448,204 


P.N. 78547 
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1936 1937 1938 Total 
1,914 2,889 4,940 13,679 
1,708 1,640 2,227 9,955 | 
1,736 2,363 2,919 11,110 


10,368 11,799 15,342 58,516 


44,570 52,577 63,394 233,363 
11,917 10,517 18,666 58,277 
2,381 3,249 4,318 16,436 
1,115 2,001 2,576 10,551 
1,017 1,105 1,378 5,662 
5,774 7,175 10,424 34,508 
816 938 1,387 5,411 


31,482 56,888 80,458 208,972 
72,460 97,609 116,461 382,128 
3,168 4,855 6,306 22,186 
17,149 16,469 20,034 90,733 
14,903 15,884 19,978 75,359 
20,280 22,939 30,847 113,220 
3,398 3,921 4,899 17,003 
1,166 1,688 1,864 7,188 
6.517 9,921 14,486 49,703 
2,164 2,178 8,524 12,213 
15,470 23,286 29,825 102,000 
2,865 5,097 6,362 21,283 


13,772 19,540 22,435 78,655 
5,458 5,613 13,353 38,263 
1,177 1,477 1,824 7,346 
1,680 1,600 3,653 10,677 
8,025 17,639 22,334 70,053 
4,754 5,366 7,813 29,875 


1,256 1,810 2,263 8,199 
2,251 3,052 4,538 16,261 
28,396 41,060 46,151 163,620 
446 789 2,616 

48,999 61,783 79,688 266,393 
4,010 4,607 5,731 20,081 


603,623 783.039 1,002.715 3,472,582 


Hardware & Plumbing Co., 1057 | 
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he Art in Selling Ideas 


When a salesman puts original ideas 
into his selling he helps the buyer 
and helps himself to larger orders 


GROUP of hardware job- 
bers and manufacturers 
were talking recently about 

things in general when the sub- 
ject turned to traveling salesmen. 
A Southern jobber said, “We had 
a man, a good salesman—but he 
was always in a hurry to get to 
the next place, and I wanted to 
break that habit. After one of our 
Saturday morning meetings, | 
asked him to come to my office. 
I told him, ‘You know, Bill, you 
are one of our best men on the 
road, but you are always in a rush 
to get to the next town to see 
your trade there. Please forget 
the next town—that will take care 
of itself when you get there. Take 
your time with the man you are 
selling. Help your buyer and 
your company by forgetting your 
next stop. You run away from 
more orders than you get!’ ” 

In this group was a high exec- 
utive of a very large factory, one 
of the biggest, if not the biggest, 
.of its kind in America, who re- 
marked to the others, “I would 
like to tell you about a salesman 
we started on his first trip for us, 
who had selling ideas. This 
new man,” said the manufacturer, 
“was to take over our most im- 
portant territory, but he was new 
only in the sense that he was new 
to our line, as he had for some 
time contacted the large whole- 
salers. 

“A few days before he was to 
start, he came into my office with 
six or seven articles, showed me 
what they were, items we had 
made for many years, in fact, 
they were very old articles. but 
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By Georce H. HARPER 





GEORGE H. HARPER 


were used every day, and said, ‘I 
am taking these along as samples.’ 
I looked at him and smiled, told 
him I thought some of his friends 
would give him a laugh, but to go 
ahead, it was his job! He had 
every number nicely marked, had 
bought a piece of cloth of good 
quality and color and really the 
display was attractive. When he 
called on the first customer, as he 
reported to me upon his return, 
the buyer laughed. ‘Why,’ he said, 
‘we have stocked these articles for 
years.’ “But wait,’ the buyer said, 
‘I want to show this set-up to our 
Oo O 
Editor's Note: The author of 
this article is a member of the 
Hardware Age Fifty Year Club. 
Most of his 50 years in the 
hardware business has been 
spent as a sales representative 
for the National Enameling & 
Stamping Co. He is well known 
throughout the hardware indus- 
try and his selling experience 


well qualifies him to speak with 
authority on selling. 


sales manager.’ Returning to his 
desk, the buyer said to our young 
man, ‘I am going to give you an 
order, a nice stock order for five 
of these items; also a separate 
order for 60 packages of these 
five numbers, and we want your 
factory to put them up according 
to instructions on the order. 
Charge them to us, and ship the 
special order right away—we 
want our salesmen to carry this 
small package—and drop in to- 
morrow. In the meanwhile I will 
have your entire line looked up 
and will have additional specifi- 
cations.’ 

“Our young man went on to 
the next town and the next town, 
getting the laughs, but also get- 
ting the orders. And what hap- 
pened,” continued the manufac- 
turer, “was we shipped more of 
these articles in 60 days than we 
sold in any six months before, 
besides their helping mightily to 
get additional business.” 

This business did not come 
from an undeveloped field, it was 
not new merchandise, but old 
stock items already on the shelves 
of all hardware jobbers every- 
where. That selling idea went 
right down the line from jobber 
to the retailer and to the con- 
sumer. 

After the manufacturer had un- 
folded his story, a jobber re- 
marked, “That, indeed, was good 
salesmanship. Your man did not 
mind taking time and trouble, 
and men who don’t mind taking 
a little trouble will always, in the 
end, get a pull over the fellows 
who hate trouble. Few things can 
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Get Ready for 
the Baking Season- 


feature Delure Tinware 
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This is the reliable Tinware that women 
want—the famous DeLuxe Line. House- 
wives everywhere prefer our smooth, 
seamless, sanitary construction—the kind 
that’s easy to use—easy to clean. 










The baking season is just ahead, and the 
demand will be brisk. Be sure to ask your 
Jobber’s Representative about DeLuxe 
Tinware. 

SCHLUETER MFG. CO., ST. LOUIS, MO. 
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POL-MER-IK 


LINSEED OIL 
IN CANS 


MORE VALUE 
FOR THE USER 


Only in a can of Pol-mer-ik 
linseed oil does the user get 
the Extra Value of Cooked 
Oil at no extra cost. Pol-mer- 
ik is 100% pure linseed oil — 
10% of which has been cooked 
to a varnish body. The cooked 
oil in Pol-mer-ik makes paints 
brush easier, level better — 
gives finer gloss and luster, 
greater durability. Painters 
get more and can do more with 
Pol-mer-ik linseed oil in cans. 





BIGGER PROFITS 
FOR DEALER 


Pol-mer-ik in cans, takes lin- 
seed oil out of the “merchan- 
dise-shrinkage” class, and 
makes it a stable, certain 
profit-maker. Time is saved 
in handling. All bulk selling 
losses are eliminated. No more 
foots — drips — over measur- 
ing. You buy a can — sell a 
can. The profit is sure and 
certain. Pol-mer-ik’s Extra 
cooked oil value has made it 
the fastest selling linseed oil. 


Stock it today — Pol-mer-ik will make 
money for you 


MAIL 


TODAY 
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; 600 Roanoke Building + Minneapolis, Minnesota 

; Send me full details on Pol-mer-ik in cans—and name 
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; Town ___. State__ 
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be done in this world without tak- 
ing a little trouble. His was truly 
a selling idea.” 

It should not be a mere play 
on words for a factory represen- 
tative on his first trip to talk 
about his company, and the time 
he has been with them and so on. 
Indeed, this is something the job- 
ber’s buyer would first like to 
hear, and it rarely fails to do 
geod. Men who take the trouble 
to do this will find that it in- 
creases assurance within them- 
selves, especially in new sur- 
roundings—and that is where real 
salesmanship begins. 


Lack of Ideas 


A distinguished writer speaks 
of a trip he made some years ago 
from London to Panama to look 
over the Canal. On board the 
mail steamer were 12 commercial 
travelers representing British 
firms, bound for the west coast of 
South America. Some were En- 
glish and some German. 

“I had a long talk with all of 
them,” he wrote, “and asked if 
they were familiar with the vary- 
ing monetary standards of the 
countries they were going to visit. 
Only half of them knew anything 
about this and were quite ignorant 
of Spanish-American weights and 
measures. Now, what possible ob- 
ject did the firms hope to attain 
in sending out these poorly 
equipped representatives? Could 
they, in their wildest moments, 
have supposed they would get one 
single order through these agents? 
Four of these men, I noticed, 
however, were constantly in con- 
versation with merchants from 
South America in an endeavor to 
get information—to find out what 
time the stores opened, whether 
all the buyers spoke the lan- 
guages—trying to get all the facts 
before landing.” 

Now, / believe that if any sales- 
men from the United States had 
been traveling on that mail liner 
on a similar mission, they would 
have had not only all the neces- 
sary information, but also orders 
right down in their order books 
before the ship reached the first 
port of call. That is characteristic 
of the well equipped American 
salesman with selling ideas. 
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Here is one story, at least, of 
how some of these executives 
work. During the recent visit in 
June of their Majesties, the King 
and Queen of England, en route 
from the Canadian border to 
Washington, was witnessed an ex- 
ample of what an American “cap- 
tain of industry” could do, who 
was 100 per cent on the job. 

Somewhere in the neighborhood 
of Williamsport, Pa., one car of 
the royal pilot train preceding 
that of the King and Queen and 
bearing more than 150 press writ- 
ers and photographers, developed 
a “hot box.” It was one of the 
Canadian Pacific cars which had 
twice crossed the ‘continent. 

A hurried consultation of rail- 
way officials took place. To pro- 
ceed under such conditions would 
be hazardous, it was agreed. 
Therefore, the car had to be cut 
out of the train and the sleeping 
passengers transferred to other 
ears. This caused a delay of 
nearly an hour and a half. Mean- 
while, the royal train approached 
and was signaled to go ahead. If 
possible, the other would catch 
up. That was the best anybody 
could do about it. 

For more than 100 miles from 
Williamsport to Baltimore the 
pilot train was pushed forward 
with all the power two locomotives 
dared employ. Time was made up 
all the way to Baltimore, but they 
were still behind. 

And there were anxious and 
fretful correspondents aboard who 
felt certain they would miss the 
Washington demonstration — the 
climax of the royal excursion to 
date. 

At Baltimore the overflow train 
was still more than 20 minutes 
late. The royal train had moved 
ahead to Washington, but minus 
one guest supposed to be riding it. 


The Expert 


That -guest was M. W. Clement, 
president of the Pennsylvania 
Railroad. He decided to stay be- 
hind and take personal command 
of the situation. If the delayed 
train could overtake the earlier 
one moving toward the capital, it 
would be done. 

Mr. Clement is an operating 
railroader, not a fancy financier. 


He came up from the bottom. He 
has built track, he has built equip- 
ment, he has dispatched trains. 
He knows what rolling stock can 
do within the bounds of safety. 
As the belated pilot train rolled 
into the Baltimore station, Mr. 
Clement took over. He was 
surrounded by dispatchers, train- 
masters, superintendents, a vice- 
president or two, and a corps of 
company engineers. He gave half 
a dozen quick orders for attach- 
ing the electric locomotive. He 
pushed a lot of people aside and 
helped make the coupling. 
Then he ordered -the train crew 
to make for Washington, 40 miles 
away. He said they had the best 
electric locomotive ever built and 
the finest piece of track in the 
world. He told his people to go 


for a record. He told them to de 


a minimum of 80 miles an hour. 
If they did, they could overhaul 
the royal train in the Washington 
terminal. 

The race against time com- 
menced. Watches were held in 
hand as the heavy 15-car train 
sped. over the shining steel rails, 
80 miles an hour most of the way, 
and a little more part of the 
way. The press writers and pho- 
tographers arrived in time to see 
the reception—on the minute. 


A Selling Idea 


The master of this consummate 
job of railroading remained be- 
hind. He watched his train dis- 


‘appear in the tunnel, knowing it 


would do the trick. Then, in his 
morning attire, with top hat, 
wilted collar and smudgy hands, 
he walked quietly and smilingly 
back to his own car and returned 
home. Yes, he missed the recep- 
tion, the garden party for the 
royal visitors, and all the impor- 
tant doings. But there was a job 
to be done. He saw what might 
be done about it, went about do- 
ing it, and did it! His was a sell- 
ing idea to his vice-presidents 
through to his engineer. 

The president of that organiza- 
tion, like many, many manufac- 
turers and jobbers—they all know 
the game. That is because they 
are everlastingly on the job. To 
them the title of real leaders truly 
belongs. 
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DAZEY 


DAZEY KITCHEN HELP Lott a 


To Lead the Profit Parade Reguler...£3.75° 
Again This Fall 


Rare enough in any type of merchan- sults in holding sales well above nor- 
dise and doubly rare in housewares or mal long after the holidays are over. 
hardware is the article which is virtu- The reason is that every sale means 
ally indispensable for daily use and = another DAZEY WALL BRACKET 
at the same time an outstanding nov- in some new user’s kitchen constantly 
elty with loads of “gadget” appeal. reminding her of the other DAZEY 


Yet, this is the one type of merchan- —_ «| [CHEN HELPS that she wants and 
dise that everybody wants as Christ- 


mas gifts. So, it’s no wonder Dazey 
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y 5s . ' 
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will ultimately buy. 


Kitchen Helps consistently outdo all So, to be sure of top volume in gift 
other practical gift items both in dol- _— sales this year, figure on DAZEY 
lar volume and in net profits. KITCHEN HELPS as your star per- 

Certainly this is an almost unfailing | former. Figure your holiday needs on 
rule wherever these devices are given _ the liberal side and make sure too 
reasonable advantage of display, ad- that you will have plenty of fresh, 
vertising and personal selling. What’s attractive display material. 


more, such promotion invariably re- Get your ordér.in TODAY. 


FREE 
SANTA CLAUS 
“TOPPERS” DAZEY 


Ideal for topping off your Dazey 
Display Unit or for displays of CAN OPENERS 






































Dazey Kitchen. Helps in any DeLuxe $1.79* 
display stand. Write if you don’t 

The ever popular DAZEY gift wrappers are 

gifts, without further adornment but also 

items put in regular stock. 


part of your stofe, is the color- 
ful display card as shown on Senior $1,.49* . . Junior 78c* 
get yours by Thanksgiving. * Minimum Retail Prices Slightly Higher W est of Rockies 
BRIGHTER 
CHRISTMAS 
WRAPPERS 
back again but a new design gayer and more 
attractive than ever. Not only make perfect 
greatly increase display value. As always, 
wrappers can be torn off after Xmas and 
DAZEY CHURN & MFG. CO. HESX328) Warne & Carter Aves., St. Louis, Mo. 
NOVEMBER 16, 1939 
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New and Improved Merchandise—Display Helps—Sales Literature— 
aiid ‘J » T T y 
Window Trims—New Packages—New Colors—Catalogs 
*Universal” Washer it also serves as a reminder of the hard- Camp-Knife Display 
No. E928 without pump and E1128 reat ang tng be purchased at the — This colorful, stand-up counter dis- 
; : ; ; Available in counter rolls and sheets in 2 - 
with pump. Capacity, 8 lb. Safety as di tas 9 our play holds six Winchester No. 4950 
switch instantly shuts off motor in case ee One ee ee eee camp knives. These are sturdy, four- 
and sheets, 94 cents a |b. P re % 
r 
. i. uk t 
Bolt Catalog I 
The Pittsburgh Screw and Bolt Corp., i 
Pittsburgh, Pa., has issued a new cata- : 
log, No. 39, on its bolts, nuts, rivets, 
rods, and related products. The catalog ‘ 
is illustrated and gives complete specifi- ; 
cations for the various items listed. | 
j 


of strain, overload, or stalled wringer. 
New design wringer locks in six posi- 
tions. It is chromium plated and has 
handy roll tension release; roll pres- 
sure adjustment equipped with indica- 
tor for proper tensions on different 
weight materials; automatic water 
flume. Improved heavy duty agitator; 
long, wide, and triple-vaned, they are 
scientifically designed to develop both 
upper and lower water currents. Extra 
size motor. Resilient mounting to elim- 
inate vibration; requires no oiling. 
Height of washer overall, 47 in.; to 
edge of tub, 33% in.; floor space, 27 
by 27 in. Finish, white porcelain enam- 
eled tub inside and out. Other enam- 
eled parts, white baked enamel. Land- 
ers, Frary & Clark, New Britain, Conn. 


Hardware Wrapping Paper 


Charles F. Hubbs & Co., 383-389 
Lafayette St., New York City, has 
available an attractively styled special 
hardware wrapping paper. This paper, 
in an orange color, carries illustrations 
of hardware items such as tools, paints, 
appliances, etc. The paper will enable 
dealers to dress up their packages and 
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Utility Cabinet 


This four-drawer, all-steel utility cabi- 
net. No. 410, is 10 in. wide, 11% in. 
long, and 10 in. high. Drawers are 9 in. 
wide, 114 in. long, and 2 in. deep, Each 
drawer is partitioned into 12 compart- 
ments, 3 by 2% by 2 in. deep. Parti- 
tions are removable to permit a rear 
rangement of compartments or to use 





= 


au 


drawers without partitions. Cabinet is 
of heavy gage steel; flush lap corners, 
electrically welded. Drawer support 
are one piece. All edges of drawers 
are hemmed or returned, eliminating 
sharp edges. Drawers have cardholders 
and substantial bar pull. Cabinet finish, 
grey, ripple, baked enamel; smooth grey 
enamel finish for drawers. Suggested 
retail selling price, $2.54. Union Steel 
Chest Corp., LeRoy, New York. 





bladed pocket models attractively fin- 
ished with stag handles, nickel silver 
bolsters, crest and convenient shackle. 
In the display, the knives stand upright, 
three on each side. Display is printed 
in red, yellow, blue, and white. Printed 
on the display is the full list of blade 
equipment for this pattern. Winchester 
Repeating Arms Co., division of Western 
Cartridge Co., New Haven, Conn. 


Electric Paint Remover 


Simple to operate. Plugs into any 
electric outlet. Heating element consists 
of grade A, heavy duty Nichrome. Said 
to remove paint without burning or 
scorching and to take all paint off, right 
down to the original surface, regardless 
of number of coats. Dumore Appliance 
Co., 149 Church St., New York City. 
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Bookkeeping Machine 


Remington Rand, Inc., Buffalo, N. Y., 
has equipped one of its non-descriptive 
bookkeeping machines with front-feed 
carriage. 


Model 490-ZF, as the new 





model is called prepares a complete de- 
tailed journal as a carbon of the origi- 
nal statement or ledger. The journal 
is back-fed and may be prepared in 
continuous wide roll or single sheet 
form. New front-feed carriage opens 
automatically for insertion and removal 
of forms. It closes automatically as the 
first entry is made, locking the forms 
into correct posting position. Complete 
visibility for correct alignment is 
assured by heavy Celluoid line finder 
which extends the full length of the 
carriage. Machine’s listing and totaling 
capacity is nine columns or up to 
$10,000,000.00. 


**Sonora’”’ 5-Tube Radio 


Cabinet is 1114 Tn. long, 6% in. deep, 
and 6% in. high, and is available in a 
choice of popular colors. Louvre-type 
grille has been adapted for best acousti- 
cal results. Dial arrangement blends 
with cabinet styling. Has push-button 
tuning. Tunes 1720 to 535 K.C. and in- 





cludes entire broadcast band (all domes- 
tic stations) and the 1712 K.C. police 


channel. Works with equal efficiency 
on both A.C. or D.C. current, 110-120 
bolts, 40 to 60 cycles. Sonora Radio & 
Television Co., 2626 W. Washington St., 
Chicago, Il. 


Macklanburg-Duncan Catalog 


Macklanburg-Duncan Co., Oklahoma 
City, has issued a new and enlarged 
catalog covering all types of weather 
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strip, calking and glazing compounds, 
stamped and cast numbers and letters, 
automatic door bottoms, screen door 
grilles, push bars, etc. The catalog also 
shows the company’s line of “Nu-Art” 
mouldings and trim, bindings and edg- 
ings of which there are 300 shapes. 


Electric Tank Heater 


This electric stock tank heater pro- 
vides warm water quickly and safely. 
Heater is sufficiently heavy to be self- 
merging and to stay where placed yet 
isn’t awkward to move about. Unit has 
genuine Chromalox, 1000-watt burner, 





packed with rock wool insulation. Cur- 
rent consumption is one kilowatt per 
hour. Dimensions, not including exten- 
sion pipes or upright pipe are: length, 
9% in. long, 9% in. wide, and 10% in. 
high. Upright lead-in pipe extends 32 
in. from floor. Extension pipes 11 in. 
long are furnished but may be replaced 
with pipes of various lengths if desired. 
Each unit is equipped with bulldog 
switch, containing 15 ampere fuse. As- 
bestos-covered wire leads from burner 
to top of lead-in pipe for connection 
with current; 110-volt alternating or 
direct current may be used. Farm 
Equipment Co., 1422 Wabash Ave., 
Kansas City, Mo. 


All-Metal Saw Horse Legs 


Legs are attached or removed in- 
stantly. No nailing is necessary al- 
though holes are provided for nails or 
screws for permanent attachment if de- 
sired. Rubber pads may be attached to 
feet to prevent marring or scratching. 
Legs are available in two heights, 24 in. 
or 32 in. Wagner Mfg. Co., Cedar Falls, 
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Flash Bulb Assortments 


Two new merchandising deals have 
been announced by the Wabash Photo- 
lamp Corp., 335 Carroll St., Brooklyn, 
N. Y., to give the dealer complete photo- 


mage 


— 
(et Ses 
R& #7) a 





lamp departments. Deals feature the 
“Superflash” and “Superflood” sizes for 
amateur use. P72 the counter display 
deal and P132 the floor display deal are 
both combination storage and display 








units that come ready to set up. Each 
of these deals is furnished with its own 
metal display stand, advertising material 
and sufficient free merchandise to make 
an attractive introductory offer. 


“Red Devil’ Catalog 


Attractively illustrated in three colors 
the new 68-page “Red Devil” catalog 
No. 17, shows every item in the “Red 
Devil” line of tools, machines, and mis- 
cellaneous articles. Outstanding counter, 
window, and other display pieces are 
reproduced in full colors. Among the 
major items illustrated and described in 
this catalog are: glass cutters, glass 
pliers, putty knives, wood scrapers; 
electric fencers, electric paint condi- 
tioners, floor sanding machines, glaziers’ 
points, and pane and hammer wedges. 
Landon P. Smith, Inc., Irvington, N. J. 
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Hack Saw Blade Packages 


Clemson Bros., Inc., Middletown, N. 
Y., is packing its “Star” and “Star 
Moly” hack saw blades in colorful 
metal containers. The bottom of the 





metal containers bears a sales message 
and also a chart showing the correc 
blade to use for various cutting jobs. 
On the inside of the cover there is in- 
formation on the proper use of hack 
saw blades covering such points as 
pitch of tooth, speed of blade, and feed 
pressure. The company is also making 
available to dealers, “Blade Selectors” 
by which it is easy to determine what 
type, length and gage of blade and 
what pitch of tooth to use on materials 
to be cut. These “Blade Sclectors” are 
of the sliding card type. 


Controlled-Key Cylinder Lock 


The Dudley Lock Corp., 325 N. Wells 
St., Chicago, Ill., has announced a new, 
improved ‘ principle employed in the 
Dudley burglar-proof rim and mortise 
cylinder locks. This consists of fou 





rows of tumblers, instead of the usual 
single row, involving the use of a pat- 
ented key with four operating edges. 
two on top and two on bottom. This 
arrangement, the company states, makes 
it virtually impossible to align the tum- 
blers in any other way than by the use 
of the proper key. The company 
claims the rim and mortise cylinder 
locks, having protected case, armored 
cylinder countersunk, in grip-proof ring, 
double length throw bolt, rugged strike, 
to be practically impossible to pick, 
jimmy, drill, or saw. The Dudley sys- 
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tem of positive key control, it is said, 
eliminates unauthorized key duplication 
for the key cannot be made by com- 
mercial key machines. 


Lathe Catalog 


The South Bend Lathe Works, South 
Bend, Ind., has issued a 112-page cata- 
log with over 250 illustrations, showing 
75 different sizes and types of South 
Bend back-geared screw cutting lathes 
for production manufacturing, tool 
room and general shop work. 


Arcade Nutcrackers 


Designed for cracking pecans, bra 
zils, filberts, English walnuts, and al- 
monds. Not intended for cracking 
native black walnuts. Nutcracker is 
finished in satin black, striped in bright 
red, with red knob. Made of cast iron. 
with malleable iron and steel parts, 
wood knob on handle. Base measures 
6% in. long, 1% in. wide. Case is 2% 
in. high with jaw closed and lever 
down. One forward movement of hand 





lever opens the sliding jaw. Nut is 
then inserted endwise, and as operator 
brings the lever toward him, the sliding 
jaw contacts the nut automatically. 
Pressure on the lever handle is then 
applied, cracking the nut. Suggested 
retail selling price, $1.00. Arcade Mfg. 
Co., Freeport, Tl. 


Silex Tea Maker _, 


The Silex Spray Tea Maker auto- 
matically causes the boiling water to 
spray down on top of the tea leaves 
which have ample room for expansion 
in the upper bowls. Period of infusion 
may be regulated so tea can be made 
to suit the taste. At the end of this 
controlled period of infusion the brewed 


























Chrome Plated Cabinet 
Hardware 
This line of kitchen cabinet hard- 


ware is of polished chrome finish with 
black trim—no colors or plastics. Reg- 








ular assortment consists of two dozen 
each No. A-6306 and No. A-6307 
catches, packed in envelopes with twe 
strikes (one for flush and one for off- 
set doors), necessary screws and print- 
ed instruction sheet, showing how to 
apply the catch for various types of 
installations; two dozen each No. A-169 
and No. A-8213 drawer pulls, packed 
in individually printed envelopes with 
necessary screws. Total retail value of 
assortment is $40.80. Display board is 
free with assortment. Catches have re- 
tail value of 55 cents each; drawer 
pulls, 30 cents each. National Lock 


Co., Rockford, TH.’ 


tea is automatically drawn to the lower 
bowl—where it may. be kept at drink- 
ing temperature. Tea maker consists 
of an ordinary Silex glass coffee maker 
lower bowl, a special, vented upper 
bowl and a spray tube. Tea makers 
are available for either electric or non- 
electric service as are the special. 
vented upper bowls and tea sprays 
The Silex Co., Hartford, Conn. 


Floating ball veive 
seals vacuum. 
insures perfect 
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© ogg Inside Frosted «@ New Wabash Su li 
Bulb e Spot Glows Gently, Reatly Pron 
Very Edges © 


At Center 





Sells WABASH SUPERLITES 
in your own store... . 


. » » When you tie-in with 
this Sensational Deal! 


° It’s the deal that created a sensa. 
tion in the electric lamp business. 
It’s a complete Light Conditioning 
Department for your store, yet 
takes up less than 114 sq. ft. floor 
space. Featutes all fastest-selling 
Wabash Superlite bulb sizes. In- 
cludes Free all-metal display 
stand; Free electric bulb tester, 
6 extra ,60-watt Superlite bulbs 
Free. Be sure to get full details 
from your jobber. Or write. 
Wabash Appliance Corp., 335 Car- 
roll St., Brooklyn, N. Y, 


Copr. 1939, Wabash Appliance Corp. 


WABASH 
SUPERLITE 
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THAT’S WHY 





IT SELLS ON SIGHT 


The immediate popularity of 
the new Favorite Wyteface Steel 
Tape—as reported by dealers in 
all parts of the country—is due 
to the fact that your customer rec- 
ognizes its advantages in a flash! 

Black-on-white graduations 
are easy to read, even in poor 
light. The crack-proof surface is 
easy to clean; it is bonded to the 
steel and protects it from rust. 
This improved steel tape is hard 
to kink, hard to curl. In short, 
it’s the most sensible steel 
tape ever made. 

The biggest advertising 


campaign ever put behind cmeaso - st. cows - saws 


K&E 


ravorite WY TEFACE 


a steel tape is being used to pub- 
licize Favorite Wyteface. Hun- 
dreds of your customers are 
being reached by Favorite 
Wyteface advertising. Every ad- 
vertisement tells them to look 
for the Wyteface display in your 
store. This handsome, perma- 
nent display is supplied free 
with your initial order. 

Write today for a free sample 
of the line, and an illustrated 


folder with prices and discounts. 


EST. 1867 


KEUFFEL & ESSER CO. 


* NEW YORK — HOBOKEN, N. J. 


~ DETROIT - 





STEEL MEASURING TAPES 








KEUFFEL & ESSER CO., Dept. 103, Hoboken, N.J. 


Send sample and folder on Favorite Wyteface. 
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ARE LOOKING Mame 
FOR THIS Address 
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Wiss Christmas Gifts 

J. Wiss & Sons Co., Newark, N. J., 
is making its kitchen shears and pink- 
ing shears available in attractive Christ- 
mas holiday boxes to enable dealers to 





sell those items as Christmas gifts. 
The kitchen shears retail for $1.00; 
the pinking shears for $4.95. 


Xmas Range Campaign 

The Edison General Electric Appli- 
ance Co., Inc., 5600 W. Taylor St., 
Chicago, has announced details of the 
“Hotpoint” Xmas range selling cam- 
paign. Two standard electric range 
models, each with special accessories, 
co-star with “Old Tom Turkey” himself 
to make this a sales-producing activity. 
The campaign involves “Turkey Teaser” 
newspaper ads (two-column mats fur- 
nished) and distribution of “Turkey 
Tickets,” admitting homemakers to the 
“Turkey Talk”—as the holiday range 
demonstration is called. Specific in- 
structions are provided for putting on 
the demonstration program. Using the 
recipes and directions included in the 
Christmas campaign, anyone able to tell 
the story of electric cooking can give 
the “Turkey Talk.” 


Multisaw Arm 


The new “Power King” multisaw 
arm is portable, quickly and easily set 
up for rip, cross-cut, and mitre, either 
straight or bevel—said to be ideal for 
accurate scoring of brick, stone, and 
tile. Saw arm, supported rigidly by the 
heavy rib-braced column and mounting 
bracket, rides free and smooth on eight 











lubri-sealed ball bearings mounted in 
the swivel head. Power King Tool 
Corp., Warsaw, Ind. 





Special Vacuum Cleaner Offer 
The Hoover Co., North Canton, Ohio. 


has announced special offer for its 
Norca dealers during November and 
December. These dealers will offer a 


80 


Model 80 Norea cleaner complete with 
the Model 8001 Norca hand cleaner at 
a special price of $49.75. Another offer 
will cover its Model 80 Norca cleaner 
complete with its Model 8000 Norca 
dusting tools at $45.75. The hand 
cleaner and dusting tools are being of- 
fered at a special price so that the 
dealer can participate in these promo- 
tions. 


Scotch Tape Dispenser 


The new Utility Dispenser for Scotch 
Cellulose tape is a home-sealing unit 
which retails for 25 cents. Buyer re- 
ceives 300 inches of this tape which is 
made of heavy-weight Cellophane which 





is fully transparent and seals tightly 
with a touch of the finger. No moisten- 
ing is required. Minnesota Mining & 
Vig. Co., St. Paul, Minn. 


Lawn Mower Grinder 


A complete unit, requiring no at- 
tachments. An electric motor drives a 
32-or 42-inch long’ grinding roll 





wrapped with emery cloth. ..The roll 
permits grinding the mower reel in a 
continuous operation, the reel revolv- 
ing in its own bearings. Each blade 
edge and the entire reel is ground 
round and straight to within 1/1000 
of an inch accuracy. High blades and 
tapered ends are eliminated and lap- 
ping is unnecessary. One end of the 
griding roll shaft is an emery wheel 
for grinding the cutter ‘bar of the 
mower. Mower clamps rigidly into 
position for the complete reel grinding 
operation. Only the wheels need be re- 
moved. Precision Lawn Mower -Grinder 
Co., Glendale, Calif. 





Water Service Sets 


A new “Thermos” brand water ser- 
vice set is the “Water Bar.” This 
smartly styled water jug is available 
in pint and quart sizes in a selection 





of colors. The pint set, complete with 
tray and one glass, is available in a 
new russet-colored enamel finish with 
brushed chromium trim, in addition to 
ivory, gray, and dark green. The quart 
set with tray and two glasses, is pro- 
vided in russet, gray, dark green and 
chocolate brown finishes, especially for 
use in offices. Trays, in all cases, 
match the enameled finishes of the 
jugs. The “Water Bar” contains a 
vacuum-insulated mirrored glass inte- 
rior which keeps the water ice-cold, re- 
gardless of outside temperature. This 
liner is easily cleaned. Stopper is de- 
signed to cover completely the aperture 
and pouring lip, making them dust- 
proof. The American Thermos Bottle 
Co., Norwich, Conn. 


Cartridge Hanger 


Peters sporting rifle, revolver and rim 
fire ammunition is featured in a new 
cartridge hanger. Lithographed in four 
colors, the hanger reproduces the car- 
tridges in natural colors and in actual 


pet TERS 


size. Reverse side scontains a ballistic 
chart. Peters Cartridge Division, Rem- 
ington Arms Co., Inc., Bridgeport, Conn. 
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p McKinney Forged Iron Sam- 





ing for you and easier buy- 
Write for Complete | 








: sign, master craftsmanship 
and beautiful texture. : 
Available in nine standard 
panels that make easier sell- 














DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 73 YEARS 


ing for your customers. 
Detazls a ¢ i 
No. | 


McKINNEY MANUFACTURING COMPANY ~- PITTSBURGH, PA. 





























FRICTION- 
LESS 
* 
ATTRACTIVE 
DESIGN 
e 
QUIET, 
SMOOTH 
ACTION 


A 
PROFITABLE 
ITEM 


STURDY 
CONSTRUC- 
TION 
* 


NEEDED IN 
EVERY HOME 


| ROLL IN ANY 


DIRECTION 
. 

BALL 
BUILT BY 
BEARING 

SPECIALISTS 


MODERN CASTERS FOR MODERN HOMES 


66 CME” Ball Bearing Casters are modern, streamlined 

casters which roll along on ball bearings on floors, 
| rugs or carpets. A demonstration quickly sells a set of 
“ACMES” and one set sells another. Just roll an “ACME” 
eon the counter and a sale is made. 








































Increase your caster business and profits 
with “ACME” Ball Bearing Casters. 


Tue ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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Ingersoll *“‘Tree of Gifts” 


For holiday atmosphere in store win- 
dows or store interiors, the Ingersoll- 
Waterbury Co., Waterbury, Conn., is 
making available to dealers a “Tree of 





' . ; 


Gifts”—a Christmas tree cutout in bril- 
liant colors. The tree stands 18% in. 
high and displays all the principal 
watches in the Ingersoll line. These 
trees are free to dealers-—while they 
last. handling these models. 


New Nesco Design 


A new design in French Poppy motif 
has been created for Nesco’s lighto- 
graphed oval waste baskets and round 
and oblong trays. The design is bright 
and gay in sparkling color combina 
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tions. The waste baskets have a 
crackled finish and are available in 
three color combinations: No. 7—yel- 
low, green, and silver; No. 8—coral, 
yellow, and silver; No. 9—white, blue, 
and silver. They have a large 12'%-qt. 
capacity. Both the round trays, Nos. 
127, 128, 129 and the oblong trays. 
Nos. 277, 278, and 279, feature a high 
gloss, lacquered finish in the same three 
color combinations as the baskets. They 
are made of heavy sheet stock and 
have a rolled bead to reinforce the 
tray. The varnished finish is alcohol 
and water proof and can be washed 
with soap and water. National Enamel- 
ing and Stamping Co., Milwaukee, Wis. 


Wick Display Package 


Supplied with every order for three 
dozen wicks. Display permits the mer- 
chant to keep a clean, fresh stock at 





all times. There are nine units in 
view and 18 in storage. Takes either 
Boss “V”-type or Boss “V” with asbes- 


‘tos wick-type lighting rings. Package 


is 11% in. wide, 10% in. deep and 
9% in. high with 10-in. sign card at 
back. Printed in dark blue and red 
on white background. The Huenefeld 
Co., Cincinnati, Ohio. 


Water Conditioner Catalog 


The Red Jacket Mfg. Co., Davenport, 
lowa, has issued Catalog No. 108 of 16 
pages showing the company’s complete 
line of water conditioning equipment. 
Illustrated and described are many 
sizes of water softeners, combination 
softeners and iron removal units, dirt 
filters, iron removal filters, taste re- 
movers, and neutralizers. 


“Splitkein” Ski Now 
Made Here 
S. L. Allen & Co., Inc., Philadelphia, 


Pa., manufacturer of the “Flexible 
Flyer” Ski, has secured the exclusive 
manufacturing rights of the “Split- 
kein” Ski in America. These skis are 
not made from a single piece, but are 


Cheney Adze-Hammer 


No. 977—will drive and pull nails. 
Has strong, keen cutting edge for cut- 
ting away and leveling rough under 
surfaces when laying floors and shing- 





ling roofs. Said to be exceptionally 
efficient for general trimming, fitting. 
beveling and splitting. Will scrape, 
trim, nail, and open cases. Has per- 
fect balance, strong, tough hickory 
handle, full-polished specially tempered 
tool steel head. The Henry Chene) 
Hammer Corp., Little Falls, N. Y. 


Asbestos Fireproof Gloves 


“Jim Little Kool Grips” for use 
around open fireplaces, for outdoors to 
protect picknickers, hunters, campers, 
etc., from burns and heat radiation 
when cooking over open fires. These 
gloves are put up in attractive new 
gift packages. Gloves are similar to 
standard welding gloves but made 





smaller and lighter. Come in two sizes, 
one for men and one for women, and 
retail at $3.50 per pair. Industrial 
Gloves Co., 983 Garfield Blvd., Dan 
ville, Ill. 


built up from 16 to 24 pieces pressed 
together with a special water-proof 
glue. The company states the strength, 
flexibility and non-warping qualities of 
this ski are due to the patent construc- 
tion of the combined horizontal and 
vertical glued strips. Further informa- 
tion about the “Splitkein” ski is avail- 
able from the company. 
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HOUSE 
JAN. 7 to 13 










































































AA 


sure to break reeords in 
attendance as well as number 
of exhibitors 





. +. Tg say nothing of the spectacular and worth- 
while character of the exhibits . . . Leading manu- 
facturers are concentrating their efforts on present- 
ing the NEWEST MERCHANDISE, the most OUT- 
STANDING SELLING DISPLAYS and the most 
POWERFUL PROMOTION PLANS. 

Here are YOUR SOURCES gathered together 
at one convenient central point . . . You get every- 
thing you need with a minimum expenditure of 
time and money. Reservations are pouring in from 
all quarters. Are your plans made? 


For turther information write the office of the Association, Room 628, 
Palmer House, Chicago 


HOUSE FURNISHING MANUFACTURERS 


ASSOCIATION OF AMERICA 


ILLINOIS 


, 
CACO 
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PROCTOR een / 
NEVER-LIFT YY, wt “ 


AUTOMATIC LET 
We needn't be 
SPEED IRON , 
telling you— but the way 
to ae money in the elec- 
trical appliance business is to pick a winner while 
it’s new and push it to a fare-thee-well. The Never- 
Lift Iron is new ... and is it hot! America’s read- 
ing about it in The Saturday Evening Post, in 
the biggest newspaper iron campaign ever re- 
leased, seeing it demonstrated everywhere. And 
American women by the thousands are gladly 
plunking $12.50 down on the counter for it—be- 
cause it is the only iron that banishes “ironing 
fatigue’’—the only iron you never have to lift or tilt. 











Come and get your Christmas Profits while it’s red hot! 





These 


PROCTOR 


Styled for Service 

APPLIANCES 

Make extra 
PROFITS* 











PROCTOR TOASTERS at $2.95, $3.95 and $9.95. .. Two sensational 
combination Toaster and Tray Sets at $7.95 ($9.90 value) and $12.95 
($15.90 value)... PROCTOR ROAST-OR-GRILLES $17.95 to $24.95 
...» PROCTOR WAFFLERS at $9.95. 


Ask your jobber or Proctor Representative for details NOW. 


PROCTOR 


ELECTRIC COMPANY, PHILA., PA. 


Division of Proctor & Schwartz, Inc., Est. 1883 















Self-Polishing Wax 


‘This waterproof wax coating may be 
used on all types of floors. It is said 
to be a blend of the finest waxes which 
are reinforced with Bakelite resin to in- 











sure maximum in durability and a mini- 
mum of slipperiness. Applied by spread- 
ing evenly on a clean, dry floor, with a 
clean cloth or the company special “4 
in 1” wax applier. Available in pint, 
quart, half-gallon, one and five-gallon 
containers. Suggested retail selling 
prices for those sizes are, respectively, 
63 cents; $1.09; $1.89; $3.29, and 
$14.50. 7. F. Washburn Co., 2244 Els- 
ton Ave., Chicago, II. 


Cutlery Catalog 


An attractive 16-page booklet presents 
the Wade & Butcher line of cutlery. 
Descriptions are given for each item of 
cutlery, with list prices included. Each 
item is illustrated. Catalog is printed 
in two colors. Durham Duplex Razor 
Co., Mystic, Conn. 


Heater Sales Helps 


The Florence Stove Co., Gardner, 
Mass., which for several years has been 
furnishing “Facts Tags” attached to its 
oil heaters, this year, in addition to the 
useful data on each model and its oper- 
ation, is including a new method of 


Hair Remover Display 
“Klipette” the precision instrument 
to remove superfluous hair from nose 


SSTSRC TESS ot 
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unsighily 


ww 
Simple! Just turn 


Fully guarantee 


84 


rK ? : = - T T : , 


indicating the heating capacity. Ca- 
pacity ratings are given according to 
the standards set by the Institute of 
Cooking and Heating Appliance Man- 
ufacturers. A map of the United States 
shows the various climatic zones of the 
country, and a table below gives the 
space adequately heated by the par- 
ticular model in each zone. Florence 
has also prepared an attractive two- 
color folder, illustrating and describ- 
ing more than a score of its oil heaters. 
The folder stresses the broad selection 
offered, circulating, radiant, cabinet and 
other types, and also their design, fin- 
ish, economy and dependability. Quan- 
tities of the folder are available free 
fer distribution. 


Lighting Units 

“Flex-O-Lite” lighting units are de- 
signed for use in stores, windows, dis- 
play, plants, warehouses, offices, etc. 
Maker states outstanding features are: 
its remarkably fine light approaching 
true daylight; its large light output, 








and its long life of 5,000 hours; elim- 
ination of glare and deep shadows: 
objects appear in their natural colors 
without distortion. Two units avail- 
able are Model HC-10 with one tubular 
lamp or Model HC-12 with two tubular 
lamps. Reflectors measure 58 by 8 by 8 
inches. Illustration shows side and un- 
derneath view of lamp. Flex-O-Lite Co., 
St. Charles, IIl. 


and ears, is now featured in an elec- 
trified display as illustrated here. Hol- 
lis Co., 207 Market St., Newark, N. J. 





Volt 


hair comes out easi'y 


d. Price |= 


Radio Gift Package 


The Stewart-Warner “Air Pal” and 
“Campus” sets are being offered in 
individual metalized Christmas gift car- 
tons. Embossed on heavy silver foil 





stock, the “Air Pal” Christmas carton 
is smartly designed in blue, white, and 
silver, with a rich grained effect. The 
carton for the “Campus” radio is a 
replica in design and motif of the “Air 
Pal” package. The color scheme is red, 
white, and grained gold foil. Both gift 
packages are imprinted with a space 
for the recipient and donor’s name. A 
limited quantity of gift cartons are 
available at cost for use with dis- 
tributor’s and dealer’s stocks on hand. 
Stewart-Warner Corp., 1826 Diversey 
Parkway, Chicago. Ill. 


Display Rack 





Model 103 — can 
be set up where a 
visible wood area is 
available, such as 
uprights on shelv- 
ing. Price is $1.00. 
Rack holds all sorts 
of packaged goods. 
Comes in walnut 
finish with six dou- 
ble-torsion springs. 
Standard model is 
three inches wide, 
three feet high. 
Also available in 
special sizes. F-Kay- 
see Mfg. Corp., 177- 
12 Baisley Blvd., 
St. Albans. New 
York. 





Key Catalog 
The Graham Mfg. Co., Derby, Conn., 


has issued a 200-page catalog, No. 44. 
of keys and hardware specialties. 
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CLOVER 


Quali 
uality and Service Since 1907 


ABRASIVE-COATED PAPERS .* CLOTHS 
GRINDING .“ LAPPING COMPOUNDS 


CLOVER MFG. CO. 


WALK, Conn. 








CLOTH 


A product of a 
thousand uses. 
Why not carry 
the highest 
grade in 
stock? It 
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POULTRY NETTING = 


3 THE STRAIGHT-LINE NETTING 
WITH THE GRADUATED MESH 





4% FABRICS IN | 


NOW—a new U. S Poultry Netting 
that provides poultry-proof protection 
at lowest cost. Combines FOUR fab- 
rics in ONE. Chick-tight at bottom; 
poultry-tight all the way up. Six lower 
spaces only 5/8-inch; next six spaces, 
l-inch; next six spaces, | 3/4-inches; 
remainder, 2-inches. 


Made with straight, parallel’ line 
wires joined by famous lock-twist. Rolls 
out flat, cuts easily and without waste, 
stretches perfectly, requires no top- 
rail or baseboard. Ideal for building 
poultry runs. Copper-bearing steel 
wire. Galvanized before or after weav- 
ing. Standard widths: 24, 36, 48, 60 
and 72 inches. 


Produced by the makers of U.S. STRAITLOK, 
the original straight-line poultry netting, and 
U. S. HEXLOK, the improved hexagon netting. 


Ask your jobber or write direct! 


INDIANA 





STEEL & WIRE CO. 4 
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Talking Display 


This “Voco” display features a com- 


bination radio and transcription ma- . 


chine by means of which customers 
can be entertained with radio programs. 


, 








Ilowever, at the touch of a lever, the 
radio program is tuned out, and the 
transcription turntable begins to re- 
volve and a recorded sales talk on 
Liquid Veneer products or a musical 
program with announcements are aired 
in the store giving a selling demon- 
stration. At the same iime the display 
also serves as a complete household 
goods department. Display occupies 
about 9 square feet of space. It was 
developed by Thomas B. Healy, vice- 
president of the Liguid Veneer Corp.. 
Buffalo, N. Y., and manufactured by 
the Neu Mfg. Co., Buffalo. 


Broken Shell Extractors 


The Marble Arms & Mfg. Co., Glad- 
stone, Mich., has announced that its 
shell extractor is now, also available for 
three additional sizes and types of shells 
—.218 Bee, 219 Zipper, and .22-3000 
Loyell Caliber Rifles. This extractor 


slips inside the broken shell, grabs it 
by the nose, and with one motion of the 
lever, safely throws out both the ex- 
tractor and the broken section. Hitherto 
the extractors have been available for 
all calibers from .22 automatic to 45-70, 
including the .22 Hornet, .220 Swift 
and .257 Roberts. The list price of all 
of these extractors is 75 cents. 


Outboard Motor Package 


Evinrude Motors, division of Out- 
board, Marine & Mfg. Co., Milwaukee, 
Wis., has announced a new Christmas 
sales campaign for its Evinrude and 
Elto motors. Free Christmas display 
material includes window posters, gift 
tags to tie on the motors, cut-out dis- 
play for Mate motor with Santa Claus 
whiskers and free Santa Claus whiskers 
only if dealer has Mate cut-out display 
in good condition. In addition the 
campaign includes free Christmas let- 
ters and envelopes, postcards, order 
blanks, gift certificates, “Lay-Away” 
plan account books, and cuts and mats 
for newspaper ads or printed matter. 
Christmas wrappings are also furnished 
motors already in stock on basis of 10 
cents per wrap. Each set of wrappings, 
sufficient for one motor, includes a 
sheet of clear Cellophane, a sheet of 
outside Christmas wrapping paper, one 
red Cellophane bow, one decorated 
Cellophane ribbon and a_ spool of 
Scotch tape. Tying in with this cam- 
paign is a special Christmas window 
display contest. 
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The Shelly 
SCREEN DOOR LINE: 


Always in demand. 
Stock up now. Satisfy 
your customers with 
a complete supply of 
these products in the 
followingfinishes:brass 
cadmium, nickel, japan, 
bronze and shelb-brite. 


QUICK SALES - LOW COSTS 


Ask your jobber or 
send for a complete 
catalog of miscellane- 
ous Builder's Hard- 
ware. 








THE SHELBY SPRING HINGE CO. 


MAIN OFFICE & FACTORY 












i‘ i! TWO 


SALE 
MAKERS 


SAMSON SPOT SASH 
CORD has in-built endur- 


ance —outwears any other 
material for hanging windows. 
Specified by architects. Iden- 
tified by the colored spots 


ol0l muna. lelsmmaal-la o 


PHOENIX SASH 
CORD is a good cord at an 
economical price. Designed 
for han wind i 
also a splenc clothes |i 

Both cord 
cotton yarn 
without loading. Sales helps 


re. madeef honest 
Tolile Pielg-Ilel=te| 


and samples gladly furnished. 
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BOSTON, MASS. 


























TRIPLEX 


CAP SCREWS 


Precision-made 
FOR PROFITS 




















It’s profitable to sell products that bring 
customers extra savings_in results. 
Tough precision-made Triplex Cap 
Screws save time, speed work by 
smooth, quick assembly. Accurate 
forming from strictly specified steel, 
clean-cut threads, modern heat-treating. 
Complete line—full finished, and heat- 
treated or bright 1035’s. Large stock 
for quick shipment. Write today for 
samples, prices. 


Our extensive line of ready to nail Horse, Mule, 
and Bronco shoes is —_ >, in popularity. They 
alteration—per- 


a 
feetly balanced a aped. 

idin cals Na are ¢ . correctly 
tapered. an spaced. Tough, strong, long wearing. 


— Write for information. — 


SCREW 


™ ERIPLE X°c' 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 
* 5317 Grant Avenue ¢ Cleveland, Ohio * 
Millions Sold — Used In’ Every Industry 
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®@ Linemen’s 
Tools and 
Equipment 





IT PAYS to Sell 
to the Men Who 
Demand Good Tools 


For you and those of 
your customers who under- 
stand fine tools, there’s 
different kind of pliers. 
They are made practically 
by hand by craftsmen who 
understand steel and fol- 
low procedures developed 
through 82 years of experi- 
ence. They are carefully 
tested to assure uniformity. 
Make your store headquar- 
ters for these Klein pliers. 
They give new depend- 
ability—new over-all tool 
economy. Ask your jobber. 





& Son 


KLEIN: 


1ont Avenue, Chicago, Ililinors 








Flashlight Gift Boxes 


Four of the most popular flashlights 
in the Ray-O-Vac line are now offered 
in newly designed gift boxes. Boxes 


are silver and red, appropriate for the 





holiday trade and other gift occasions. 
Flashlights include a micrometrically 
prefocussed light that retails (less 
cells) for $1.30; the new plated flash- 
light, retailing (less cells) for 90 
cents; the junior sizes streamlined pre- 
focussed light, retailing (less cells) for 
80 cents, and the penlight, retailing 
(less cells) for 49 cents. In all stand- 
ard packages, the gift boxes are in- 
cluded without extra charge. Ray-O- 
Vac Co., Madison, Wis. 





Voltage Transformer 


For localities and conditions where 
electric circuit voltages are below the 
correct value for electric refrigerators 
and other appliances. These voltage 
corrective transformers are housed in 
neat crackle-lacquer finished cases, each 





provided with an 8-ft. length of all- 
rubber cord and attachment plug for 
connection to any lighting circuit re- 





ceptacle. Plug of refrigerator cord is 
accommodated by a receptacle mounted 
flush with the case this transmitting 
current of the desired voltage to the 
electrical appliance. A switch permits 
selection of three different voltage taps, 
with an “off” position for disconnect- 
ing. Back has a keyhole slot for easy 
mounting. Where the voltage is too 
high, the transformer can be supplied 
to step it down. Jefferson Electric Co., 


Bellwood, TI}. 


Accessories Catalog 

The Spiegel Brothers Corp., 33 E. 
17 St., New York City, has issued a new 
catalog on hardware, tool and bicycle 


accessories, 


Security Chest 


For home and office use, these chests 
are furnace tested, and bear the Safe 
Manufacturers National Assn. label and 


| 


the company’s own label certifying the 
furnace temperatures they have with- 
stood. These chests are finished in at- 
tractive and durable black pin seal 
wrinkle with silver trim around the 
jambs. Inside is lined with soft felt- 
flox. Trays for these chests are finished 
inside with felt-flox; exterior in a black 
lacquer. Trays are of light-weight steel 
with beaded top; edges lapped and spot 
welded. Meilink Steel Safe Co., To- 
ledo, Ohio. 








Premax “Reelrod” 


Has detachable 16-inch double grip 
handle with large capacity built-in reel. 
Made in two lengths, 2% and 4 feet. 
Simple, positive tension drag and free- 
running line guide. Takes wire or linen 
line. Handle and forward grip are cor- 
rugated wood in walnut finish with 
large red rubber butt cap attached. 
Reel is stamped steel, 4% in. in di- 
ameter running on tubular brass bear- 
ing. Has two wood knobs, widely 
spaced, to provide rapid, powerful reel- 


ing. All metal parts are heavily plated 
in bright chromium. Blades are solid, 
high-carbon, oil-tempered steel. The 
2%-foot rod has an 18 in. blade 
equipped with heavy metal tip top, and 
will fit in a 19-in. tackle box. The 
four-foot rod has a graduated diameter 
blade, equipped with agatine guide and 
tip top. The 2%4-foot rod, No. 4406, 
lists for $3.00; the four-foot rod, No. 
4410, lists for $3.50. Premax Products 
division Chisholm-Ryder Co., Inc., Ni- 
agara Falls, N. Y. 
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25-Cent Padlock and Display 


This new padlock to retail for 25 
cents has a sturdy, neatly designed 
case; irregularly shaped keyway, cy]l- 
inder-type key, and weather-resisting 
construction. Display comes ready 
packed with three padlocks and six 





keys on each wing. Two displays to 
the carton. Occupies little. counter 
space. Independent Lock Co., Fitch- 
burg, Mass. 


“‘Savoil” Rangette 


No. 651—white, No. 650 — ivory. 
Long chimney wick~ burner model. 
Doors keep.out drafts that may extin- 
guish the burner flame and also pre- 
vent accumulation of dust and dirt. 
The 3%4-quart oil reservoir is concealed 
at the back of the stove yet is readily 
accessible. Door enclosing burners is 


u = 





equipped with special heat-resisting 
lining to prevent discoloration of ex- 
terior finish. Overall dimensions are 34 
in. by 17 in. by 38 in. Cook-top dimen- 
sions, 34 in. by 17 in. by 33 in. United 
Stove Co., Ypsilanti, Mich. 





“Defiance” Bench Planes 


These new low-priced bench planes 
have bottoms cast from gray iron and 
ground true. Cast iron frog provides 
rigid support for the cutter. Double 
plane iron which can be adjusted for 
thickness of shaving is made from tem- 
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pered steel and ground both sides. 
Japanned lever securely holds the cutter 
in place and prevents chatter. Made 
in three sizes—No. 1243 Smooth, 8 in. 








long, 1% in. cutter; No. 1244 Smooth, 
9 in. long, two-inch cutter, and No. 
1245 Jack, 12 in. long, two-inch cutter. 
Planes have a japan finish with ground 
sides and bottoms. Handles and knobs 
are glossy red hardwood. Stanley Tools, 
New Britain, Conn. 


“Tot” Speed Fastener 


This small stapling machine fash- 
ioned after the larger “Swingline” 
fasteners, rétails for $1.75 with 1,000 
staples. Has wide-open staple channel 
to eliminate possibility of jamming. 





Any non-feeding staple can be removed 
instantly. Base may be swung free, 
making the machine a handy tacker. 
Base and cap are of plastic. Available 
in walnut, ebony, or jade. Speed 
Products Co., 37-18 Northern Boule- 
vard, Long Island City, N. Y. 


Fits under ironer or ironing board 
and eliminates back bending. Basket 
is smooth inside and has wide, flat bot- 
tom for easy stacking of clothes. Wheels 
along easily without stopping. Basket 
is removed from folding stand by snap- 
ping steel spring at either end. Bur- 
lington Basket Co., Burlington, Iowa. 














. by permanently sealing the open- 






WHO WANTS TO LIVE 


IN A DRAFTY HOUSE ? 
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RAFTY window frames, 
drafty door frames, exposed 
open joints that make walls cold 
and damp—all so easily remedied 








ings with Pecora Calking Com- 
pound. Money cannot buy a better 
material for this purpose. 


In increasing number, home own- 
ers are realizing the importance 
of proper calking, and what it 
means in extra comfort, freedom 
from colds, more uniform room 
temperatures, and lower fuel bills. 


Pecora Calking Compound is available 
in bulk containers, also in non-refillable 
metal cartridges for use with the easily 
operated Pecora High Pressure Calking 
Gun illustrated below. 


PECORA 
CARTRIDGE CALKING GUN 


New Streamlined Model 
At a New Low Price 


We created the cartrifige type high pres- 
sure gun. In this greatly improved form, 
it has no equal for quick, clean and thor- 
ough work. Cartridges contain approxi- 
mately one quart of Pecora Calking Com- 
pound. 


With 3 Nozzles and ¢ 6 -50 


4 Filled Cartridges 


Shipped Eapress Collect for 





FOR 


BOOKLETS 





Pecora Paint Company, Ine. 
Momber of Producers’ Council, tne. 
Lawrence & Venango Sts., Phila., Pa. 
Established 1862 by Smith Bowen 
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The Plight of 
Non-Resident Corporations 


By ALBERT WoopRUFF GRAY 


Member, New York Bar 





EDITORS’ NOTE:—The eastern representative of an Ohio manu- 
facturer, located in New York City, recently provided data regarding 
an unsuccessful attempt to force, through lawsuit, collection on 
goods sold, delivered and in part resold by a New York distributor. 


The distributor admitted in court that 
refused to pay on the plea that the 


legally licensed to do business in New York state. i 1 
to Mr. Gray inspired this explanatory story on this confusing situ- 
ation, which can as easily happen in other states. 


HE justice of a law seems 
severely strained that per- 
mits the corporation from 
another state to sell goods to the 
citizens of a state and then re- 
fuses to give the corporation the 
right to sue for its money. 

The situation from any view- 
point of the business man is un- 
fair and wrong. The customer has 
the merchandise. The corporation 
wants its pay. The law says, 
“No”; the goods were sold with- 
out a license to do business in 
the state. Since the corporation 
has no license it cannot sue. To 
assign the account to an individ- 
ual and let the individual sue, 
suggests a way out. The same 
prohibition applies to the assignee 
of the account. 

It is difficult, at first, to see any 
right or equity in such a law. Par- 
ticularly so when it is recalled 
that, if the corporation has any of 
its own merchandise within the 
state, any disgruntled customer 
can attach the goods and force 
the corporation to defend the suit 
in the very state where it is out- 
lawed. The line of the poet, “It 
is but it hadn’t ought to be,” takes 
on an added meaning. 

Practically every state has a 
statute prohibiting the corpora- 
tions of other states from suing in 
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its courts for goods sold in the 
state. There are, however, three 
exceptions, namely, when the 
goods are actually sold outside 
the state, when the company is 
not doing business in the state 
and when the merchandise is an 
object of interstate commerce. 

If an Ohio corporation receives 
an order from a customer in New 
York and the goods are shipped 
from Ohio to the New York pur- 
chaser, a suit to collect the ac- 
count is not prohibited in New 
York since the merchandise was 
not sold in New York but in Ohio. 
The statute forbidding suits by 
non-resident corporations applies 
only to goods sold in the state. 
The New York statute says: “Shall 
not maintain any action in this 
state upon any contract made by 
it in this state.” 


The Law’s Application 


Further, the law applies only to 
corporations, “Doing business” in 
the state. Over the meaning of 
these two words, “Doing business” 
there have been more lawsuits 
than over all the rest of the statute 
put together. 

Some years ago the Ozark Com- 
pany, a Missouri corporation, 
sold the Quaker City Cooperage 


oods had been received but 
hio manufacturer was not 
This data given 


Company of Buffalo, N. Y., a mil- 
lion staves. Part of the staves had 
been delivered and accepted when 
the Cooperage Company refused 
to accept the balance and to pay 
for any of the staves. 

The Missouri company brought 
suit to collect. The Cooperage 
Company claimed it was unable to 
sue since it was a foreign corpo- 
ration and the goods had been 
sold within the state. 

In deciding the case the court 
pointed out that trade should be 
encouraged and not unreasonably 
restricted. Then, too, since that 
transaction and one other sale to 
the Cooperage Company repre- 
sented the entire business trans- 
acted by the Missouri company in 
New York State, the two instances 
did not constitute, “Doing busi- 
ness” in the state. 

In another case the situation 
was quite different. The corpora- 
tion bringing the suit was not only 
a New Jersey corporation but it 
had a business office in New York 
State and was regularly selling 
and delivering goods from that 
office. On that account the court 
refused to entertain the suit. 

Only a few months ago this 
same question arose again in ac- 
tions against the United Airlines 
Transport Corporation, a Dela- 
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PITTSBURGH ITS — 


BEAUTIFUL ? 


I'll say they are... 
and useful, too! 





Housewives Everywhere 





Acclaim the Usefulness 
and Good Looks of 


ad h? O =. e X PA D % _ THE PENN GENERAL SUPPLY CO. 


who have a complete stock of the most used numbers of BERNARD 








@ Housewife Appeal is the greatest selling force | PLIERS, PUNCHES and NIPPERS which are so indispensable in fac- 
ever known. Put it to work for you through tories, in neighborhood shops, in the home and on the farm. 

. 8 
colored PRO-TEX Pads, greatly in demand for You will find the Penn General Supply Company eager to fill your 
protecting stove and table tops against heat, | orders for BERNARD tools promptly and efficiently. 
scratching, discoloration—and many other uses | BERNARD PLIERS, PUNCHES and NIPPERS are useful tools of high 
in the home. Ask your jobber for prices and free | quality that has been maintained for many years. They warrant your 


samples, or write direct to unqualified guarantee as well as ours. 


BALLONOFF (Qs 
Baa. PROMS C8 = 


5800 Kinsman Rd. Cleveland, Ohio 








MADE. IN @.S.A. BF 


THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN. 














Something Worth Talking About 
When You Sell 


The “Ajax” CAN OPENER 
COMBINATION 
f 








wrEe See Order No. 160-B.C. Vaughan’s Improved CAN OPENER 

COMBINATION ... BOTTLE OPENER.. .. CORK SCREW 

Construction and appearance are strong selling ... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 

points for dealers who stock “Ajax” Spring Pivot The only complete Can Opener Combination on the market, 

Hinges. at a popular price. Packed on individual display cards. One 
The “Ajax” is made of high grade material and dozen to the box. A fine seller. Send for prices. 


has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 

The reversible bevel side plates present a pleasing 
and neat appearance when applied to the door. 


~~ (CHICAGO)-~ 


TRIPLEX 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 








Chicago Spring Hinge Company. 
CHICAGO ee NEW YORK VAUGHAN NOVELTY MFG. CO. INC. 
NS 3211-25 CARROLL AVE. CHICAGO, ILL. 
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BOX WRENCH 
QUICK SELLER 


*% This long pattern 45° Box 
Wrench fits the hand comfortably. 
It has unusual rigidity with slender 
walls proportioned for greatest 
strength and exceptional heel 
clearance. 


Made of special analysis steel. 
Furnished in bright plate and 
aluminum finishes. Supplied singly 
or in sets in metal band container. 
A 12-point wrench in 6 popular 
sizes with openings %,"-7/16" to 
15/16"-1”". 


A popular item that you can move 
fast and profitably. 


THE VLCHEK TOOL CO. 


3001 E. 87th St. Cleveland, Ohio 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 
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ware corporation. A girl, injured 
in an airplane accident, attempted 
to sue the Transport Corporation 
in New York. 

It seems the company maintains 
offices in New York City where 
its employees solicit business and 
sell airplane tickets. The com- 
pany owns the office furniture and 
has its name in both the building 
and telephone directories. It car- 
ries no passengers, mail nor ex- 
press in the state. Its planes do 
not come into the state. Here, as 
in the cooperage case, the com- 
pany was not “Doing business” in 
New York State. 

Probably the clearest definition 
of the meaning of these words is 
must do more than make a single 
contract or engage in an isolated 
piece of business. It must main- 
tain and carry on business with 
some continuity of act and pur- 
pose. 

A young lawyer one time 
opened his argument before an 
appellate court with, “The law, as 
I understand it, is an exact sci- 
ence.” The venerable presiding 
justice laid aside his glasses and, 
leaning across the bench, asked, 
“Counselor, would you mind quot- 
ing your authorities.” 


“Doing Business” 


It is one thing for a court to 
tell what a statute means. It is 
entirely different to line the facts 
up beside the definition and de- 
termine whether or not the defi- 
nition applies. It has also been 
suggested in the decisions of the 
courts that, “Doing business” 
means money invested in the state 
in the conduct of a continuous 
day-to-day business. 

Unless a foreign corporation is 
carrying on its transactions in this 
manner the law does not prohibit 
the bringing of a suit in a state 
other than the one in which it is 
incorporated. The restrictions ap- 
ply, of necessity, to any assignee 
of an account. Originally this 
provision was omitted from the 
law and the evasion of the effect 
of the statute was simple. Before 
the statute was amended it was 
only necessary to assign the ac- 
count to some member of the firm 
or a clerk in the attorney’s office. 
To avoid such a subterfuge the 
statute was amended providing 


that the statutory restriction ap- 
plied to any assignee of the con- 
tract or account. 


Payment of Taxes 


Apparently, from the viewpoint 
of the various states, a corpora- 
tion that enjoys the protection of 
the courts should pay its propor- 
tion in taxes of the expense neces- 
sary to maintain these agencies. 
Failing in that, the privileges pro- 
vided at the expense of residents 
of the state’ should be denied to 
those unwilling to contribute to 
their maintenance. 

Transactions constituting inter- 
state commerce are the third ex- 
ception to the operation of the 











Trade Between |U.! 


MontTREAL, Que.—Many Amer- 
ican firms seem to think that the 
regulations put into effect by the 
Canadian Government’s newly ap- 
pointed Exchange Control Board will 
hurt trade between the United States 
and Canada. I have had trade offi- 
cials tell me that they though this 
might be the case. My idea, how- 
ever, is that while possibly there is 
more “red tape” than is absolutely 
necessary it will, no doubt, be ad- 
justed when our government gets 
this matter properly organized. 


An Aid to Trade 


I feel that this regulation is going 
to help trade between the two coun- 
tries on account of the fact that for 
the last few days the exchange has 
been held so that the U. S. dollar is 
at a 10 per cent premium and has 
been kept at that stable rate. I also 
feel that if the Exchange Board had 
not taken action the chances are that 
the U. S. dollar would now be at a 
much higher premium which would 
certainly have a great effect on busi- 
ness between the two countries. 

The Exchange Board does not 
want to do anything to stop business 
between the United States and Can- 
ada. Its idea is to keep Canadian 
money in Canada and have Canadian 
investors hold their money here, in- 
stead of getting panicky, selling their 
Canadian securities and sending 
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statute. Some time ago a Richard 
Tone enrolled as a student of the 
International Text Book Company 
and failed to make his payments 
for the correspondence courses 
furnished by the Text Book Com- 
pany. The agreement, although 
signed by Tone in New York, was 
accepted by the company at Scran- 
ton, Pa. When the company sued 
to collect the defense was that it 
was not licensed to do business in 
New York State. 


Maintained Agencies 


The Text Book Company main- 
tained agencies in that state, its 
offices were supervised by its em- 
ployees, but their sole duty was 








U.S. and Canada 


their money over to the United 
States for American securities. 

The Board certainly wants to do 
everything possible to promote the 
exchange of both raw materials and 
manufactured goods. I have no 
doubt that the American Govern- 
ment is already cooperating with 
Canada to hold exchange between 
the two countries at a stable rate. 
Since exports from Canada to the 
United States were greater than our 
imports during the first seven months 
of 1939, I would not be surprised to 
see a lower premium on the U. S. 
dollar at an early date. 


The Difficulty 


The great trouble is that very few 
people have any idea of either the 
cause of the fluctuation in exchange 
between the two countries or cus- 
toms regulations. For instance, now 
that the pound is down to $4.43 
there is a dumping duty of approxi- 
mately 5 per cent on goods from 
England and only firms regularly im- 
porting goods realize the reason for 
this. 

I might also add that I understand 
that German firms which were oper- 
ating here under branch names and 
agents carrying consignment stocks 
have had their stocks seized by the 
Canadian Government. If any of 
these goods are sold to Canadian 
dealers the proceeds will go to the 
Canadian Government:.—Gorpon L. 
Conoon, Manufacturer’s Agent. 
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transmitting of membership ap- 
plications to Scranton, Pa., for 
acceptance. All the instructions 
for students were mailed from 
Scranton and the reports and ex- 
amination papers were sent to 
Pennsylvania. 

The United States Constitution 
provides that interstate commerce 
is under the jurisdiction of the 
Federal Government. The United 
States Supreme Court has decided 
that the power of the states to 
exclude foreign corporations is 
subject to the limitation that the 
state laws cannot interfere with 
interstate commerce. In this case 
the Supreme Court decided that 
the business of the International 
Text Book Company was inter- 
state commerce and that the state 
laws could not exclude the com- 
pany from the state courts. 

Further, these exclusion laws 
apply only to actions in the state 
courts. When a suit is brought by 
a foreign corporation in any of 
the Federal courts the provisions 
of these statutes have no applica- 
tion. 

Laws, however, by no means 
constitute an exact science. Judges 
are men and only too often, in the 
courts as well as outside, men 
reach widely varying conclusions 
from identical facts. Under these 
statutes there are provisions for a 
foreign corporation to secure the 
necessary authorization to carry 
on its business in another state as 
it would in the state of its organ- 
ization. 

Time, trouble and some expense 
are demanded by these require- 
ments. The effort and expense, 
however, is well expended when 
such precaution avoids a possible 
loss in transactions involving 
sums far greater in amount and 
too large to be readily written off 
or forgotten. 


Feeder’s Day 


Business and professional men 
of Norfolk, Neb., annually take 35 
automobile loads of farmers to 
Lincoln to attend the well-known 
“Feeder’s Day.” Business men, as 
well as farmers, profit by attend- 
ing these meetings and it serves 
as an excellent chance for the men 
to become better acquainted. 











Leading hardware dealers 
are sold on and sell the 
Bassick line because it has 
been for years, and still is, the leading 
brand. It means casters with a guar- 
antee of satisfactory service—it is a 
builder of good will and profit for the 
dealer. 


Write for new catalog 


THE BASSICK COMPANY 
Bridgeport 


Connecticut 
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FAST 
SELLER 
for 

XMAS 


Our national advertising sends you Christ- 
mas buyers for Handee, and they become 
regular customers for accessories. 


Be sure to have this Demonstrator on your 
counter—one of the big profit makers of 
the season. Requires only 2 sq. ft. space. 


Handee is the original tool and the leader 
today. More of them in use than all other 
makes combined, by mechanics, repairmen 
and hobbyists everywhere, because of pre- 
cision performance, unequalled smoothness 
and safe speed. 


Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra De Luxe Set, best gift package of all 
(De Luxe Handee and 27 most popular ac- 
cessories in metal carrying case) $25.00. 
Have a sufficient stock on hand to take care 
of orders promptly this year. 


Write for Special Deals and Full Informa- 


tion on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, Ili. 








Name prestige and brand ptance are important factors 
in the selling of any product. That's why you'll close more 
sales and please more customers with SEYMOUR SMITH 
Pruning Tools, Hedge Shears and Grass Shears — the line 
thet “more people ask for by mame than any other.” 
SEYMOUR SMITH advertises its products to 34 million 
prospects each season. Many of them live in your neighbor- 
hood. Be ready to fill their orders for SEYMOUR SMITH 
products this year. Your Jobber stocks them. 


SMITH & SON., Inc. 
St., Oakville, Conn. 


Sales Representatrre 
tac., 105 Duane York, N.Y. 
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Cover of Alexander Grant’s Sons six-page, two-color 
folder which brought added Xmas sales to the firm. 


Intensive Advertising Campaign 
Pyramided Christmas Sales 


F the dozens of varied items 

featured in newspaper, direct 
mail and package insert advertise- 
ments last Christmas by Alexander 
Grant’s Sons, Syracuse, N. Y., hard- 
ware store, the large majority sold 
well, with a number of medium 
priced giftwares being complete sell- 
outs. A package insert advertisement 
bore the statement that customers 
should, “Give Gifts You Are Sure 
will Be Used and Enjoyed,” and 
proceeded to picture and briefly de- 
scribe outdoor sporting goods, tools, 
builders’ hardware, games, appli- 
ances, cutlery, etc. Newspaper ads 
offered, “The Kind of Home Gifts 
People Like to Give—and Receive.” 
A “Note to Wives, Mothers, Daugh- 
ters, Girl Friends” appeared in 
several ads stating that, “You need 
not hesitate to buy any gift at Alex- 
ander Grant’s Sons for your men 
folks, as we are glad to exchange 
any gift purchased here after Christ- 
mas ... and we mean it.” 


The most unique direct-by-mail ad- 
vertising piece used by Grant’s was 
a six-page offset folder, done in red 
and black, with some of the copy in 
handwritten script and the balance 
in printed script. On the opening 
page was a hand-drawn head of 
Santa Claus, in red who asked, 
“Still wondering what to give for 
Christmas? Here are the answers 

” In black ink the letter went on 
to say, “To lighten the Xmas buying 
problem we suggest here a group of 
really good gifts — things that will 
stay in use and be appreciated in 
years to come. 

“We cannot help but feel that 
beauty under the tree only, is of 
fleeting value and that usefulness 
later makes a much more fully ap- 
preciated and remembered gift. 

“Again let us wish you the Merri- 
est of Christmases.” 

Entire pages of the folder were 
devoted to fireplace equipment, elec- 
tric trains, kits for making boats. 
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‘planes, etc., and tools for the hobby- 
ist. There was a page devoted to 


electrical appliances, gas ranges. 


etc., making a bid for large unit 
sales. F. I. Greene, secretary. 
Alexander Grant’s Sons tells us the 
approximate cost of this unusual 
mailing piece was about one cent 
each and that it was sent to the 
store’s entire mailing list obtained 
from its ledgers. “Our merchandis- 
ing,” he states, “was along more or 


less conventional lines but we 
specialized in the lower priced 
items.” 


Another offset piece, produced at 
approximately the same cost per 
unit said, “Let Us Help You Select 
Sporting Goods . . . the Most Ap- 
preciated Gifts!” It also said that, 
“Two things a store must have to 
sell you sporting goods for Christ- 
mas gifts. First a complete stock of 
everything required for satisfying 
the enthusiastic sportsman. Second. 
salespeople who know what sports- 








men like so they can advise you 
correctly.” Four questions were 
asked, each question having a sketch 
illustrating the subject and _ the 
answer to the query in terms of 
merchandise. The questions were: 
“Does he like winter sports? Does 
she like the outdoors? Is he ath- 
letic? Does he go camping?” A fifth 
illustration showing a man pitching 
horseshoes suggested, “For milder 
sportsmen” pitching shoes, poker 
chip sets, table tennis, etc. An inten- 
sive newspaper campaign was con- 
ducted space being used in a 
morning paper and two evening 
newspapers in units of from 8 to 60 
in. 

To induce the evening shoppers 
to visit the store there was an 
“Evening Shopper’s Special” offered 
several times. This special—a differ- 
ent item each time—was sold on a 
cash and carry basis with no ’phone 
orders and no exchanges being per- 
mitted. 


Twenty-one Cents on the Dollar 


"FE .WENTY-ONE cents on the dol- 

lar. That is a high percentage. 
And that is the “kick back” that the 
tax collector extracts from every dol- 
lar of present-day national income 
in the United States of America. 

At that, we are short-changing our 
creditors. For tax collections fall 
far short of meeting the annual ex- 
penditures of the most wasteful and 
profligate Administration that Amer- 
ica has ever known. If we paid our 
bills “on the nail,” the kick back 
would be between 30 and 35 cents 
on the dollar instead of 21 cents. We 
are making a present of the differ- 
ence to posterity. A present in re- 
verse to put it correctly. 

Every man, woman and child in 
the United States averages a present- 
day tax impost of $114.09 per an- 
num. And by the same token, he, 
she or it signs a note, in addition, for 
the future payment of some $35 per 
year for the annual present Federal 
deficit. 

When you consider that the an- 
nual per capita income for 1938 was 
only a bit over $500, this Govern- 
ment check-off means real money. 

We did not dig up these astonish- 
ing and alarming figures. Who did? 
The Treasury Department of the 
United States. The Treasury recent- 
ly issued a report on the subject 
of taxation, Federal, State and local. 
Evidently it believes it is good policy 
to bring this tax matter before the 
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public before the Republicans do it 
in 1940. 

And so the Treasury Department 
is asking business for suggestions as 
to ways and means of making taxa- 
tion less burdensome. Less burden- 
some on the employer and on the 
wage earner. Coincidentally, this 
appeal to business came after the 
AFL of New York State had re- 
vealed to the wage earners that ap- 
proximately 20 cents out of every 
wage dollar was being knocked off 
by Uncle Sam. 

We hesitate to say “we told you 
so.” Prophets, as you know, are 
without honor in their own country. 
But at the risk of unpopularity, let 
us remind you that year after year 
we have predicted that New Deal 
extravagance would come home to 
roost upon the shoulders of Amer- 
ican labor. We agree one hundred 
per cent with President Roosevelt 
that “taxes are paid in the sweat of 
every man who labors.” And we 
might also add: “In the suffering 
and privation of every widow who 
lives upon life insurance or other in- 
vestment income.” 

There is one solution to this tax 
problem. Put men in power in our 
Government who know what it means 
and what it takes to earn a dollar. 
And who know how much harder it 
is to save that dollar than it was to 
earn it. 

—J. H. Van DeveNnTER 
Editor, The Iron Age 





7 DRAWER 
STEEL HARDWARE CABINET 


Keep your stock clean and orderly—It 
pays for itself by keeping your mer- 
chandise in saleable condition. Ideal 
for samples and catalogues. Made of 
cold rolled steel. Olive green finish. 
Size 30 x 14x37%—Inside Drawer 9x12x3% 
if check accompanies order, we pay freight 


STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 











FOR THE POPULAR 


Turbine Sprinkler 


One of the best 1939 sellers, 
the Premax Turbine Sprinkler 
will be a sensation at its new 
50c price. A husky little red- 
head that drenches the lawn 
in a 4 to 30-foot circle. Dis- 
play it and it will sell itself. 
Send a quarter and name 
of jobber for sample. This 
offer good in U. S. only. 








4004 Highland Ave., Niagara Falls, N. Y. 
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W. A. CRAWFORD, chair- 
man of the board and trea- 
surer, Griffin Mfg. Co., Erie., 
Pa., continues, at the age of 
77, to be active in the business 
he helped found in 1899. His 
hardware career started in 
1889 when he was with the 
Iron City Mfg. Co., Pitts- 
burgh, Pa., for several months. 
For the next 10 years he was 
with the former Lindsay & 
McCutcheon organization. Dur- 
ing his affiliation with that 
company his friend and 
fellow employee, J. C. Griffin. 
designed a shelf bracket, man- 
ufactured by Lindsay & Mc- 
Cutcheon as the Griffin brack- 
et. In 1899 Mr. Griffin, Mr. Crawford and Morris 
Bachman started manufacturing this bracket in Pitts- 
burgh, and two years later moved their plant to Erie. 
Pa., in which city the partners expanded their business 





W. A. CRAWFORD 
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Hardware Age 
Fifty Year 
Club 


and added more lines. Mr. Crawford was secretary- 
treasurer of the company and Mr. Griffin the president. 
With the passing of Mr. Griffin in 1904 Mr. Crawford 
was elected chairman of the board. “Selling hinges is 
my hobby,” Mr. Crawford tells us. His interest in 
builders’ hardware is so great that he has refused offers 
of directorships in banks as well as other offers that 
might take up very much of his time. W. A. Crawford 
was brought up on his father’s farm in what is now part 
of the site of the plant of the Weirton Steel Co., Weir- 
ton, W. Va. 


GRIFFITH G. JONES, 
president and treasurer of 
Mohr-Jones Hardware Co., 
Racine, Wis., wholesale and 
retail hardware dealers, like 
many other executives in the 
hardware business has been 
identified with only one firm 
for the entire duration of his 
business career. Mr. Jones is 
65 years of age and was born 
on August 28, 1874. He en- 
tered the employ of the Mohr- 
Jones Hardware Co. on June 
17, 1889 and progressed stead 
ily until he became president 
and treasurer of the firm. Mr. 
Jones is a past president of 
the Wisconsin Retail Hard- 
ware Association and a director in the Hardware Mutual 
Casualty Co., the Hardware Dealers Mutual Fire Insur- 
ance Co., and the Racine Building and Loan Association. 
His hobbies keep him out-of-doors and consist of trout 
fishing and golf. 
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BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish Your Stock with 
BOMMER 


They are in universal demand—are quickest 
to sell—easiest to apply and the most satisfac- 
tory spring hinge made. 


Type 29 





Follow the line 
of least resist- 


ance. Sell 


BOMMER 


products. 





Type C 
Supplied with Button Tips when specified 
Bommer Spring Hinge Co., Brooklyn, N.Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 











Patented 





FREE! 


HIS attractive 

sales-building Wick 
Dispenser (all-metal, 
lithographed in 3 
colors) given abso- 
lutely FREE with either 
one of the Special 
Deals described below. 


FLAMEMASTER 


(Reg. U. 8S. Pat. Off.) 


ASBESTOS WICK 
No. 1 and No. 2 SPECIAL DEALS 


DEAL No. 1— 400 ft. Flame- DEAL No. 2—Same as No. 1 but 

master branded Wick in 4 rolls of contains 2 100-ft. 7%” rolls and 

100 ft. each. Widths, 7%”, 1”, 2 100-ft. 134” rolls. 

144”, 136”. Merchandiser FREE 

(original sale only), F.o.b. Job- NOTE: Dispenser alone could not 
be duplicated for less than the 


ber’s warehouse. 
Dealer’s net ......... $8.75 price of the entire Deal! 
Valuable Free Dealer Aids Included in Both Deals 


Your wick business will boom when you put this handsome merchandiser 
on your counter—a powerful sales magnet that draws and holds trade. Ends 
the muss and fuss of the old fashioned bulk roll method of selling—and the 
loss of stock through cutting mistakes. STOVE GUIDE on front gives wiek 
lengths for all popular stoves and ranges. 

And remember, the wicking itself is the famous Triplewear Flamemaster, 
king of rock weave wicks. Customer satisfaction assured. Your average 
profit 300%. FI Is also lied in Boxed Sets. 


Write us if your jobber can’t supply you 


TRIPLEWEAR, PATERSON, N. J. 
All Triplewear Products are Sold Exclusively through Hardware 











Jobbers 





INCORPORATED © 
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Dealers Everywhere 
Are Saying: 
“I never saw a SAW 


Sell like the Bushman 
SAW Sells!” 


3 MADE ENTIRELY OF SF STEEL 
12: BUSHMAR-SAW 


"You Never Saw a SAW Saw Like the Bushman SAW Saws!" 


This BETTER Saw will 


Boost Your Sales, too! 
—here's why 


Bushman Saws are made en- 
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Ask Your Jobber How to Get This 
BUSHMAN DISPLAY STAND 


tirely of special processed 
FREE Swedish Steel. Exclusive, 
patented features assure 


these advantages: 

@ Faster, easier cutting 

@ Rake and cut on BOTH 
strokes 

@ Easier to sharpen. 
sharp longer. 

There’s a Bushman Saw for 

Every Purpose. Popularly 

priced. Good dealer profit. 

Nationally advertised. Ask 

your jobber about the com- 

plete, fast selling Bushman 

Line—or write us. 


Stay 














BUSHMAN SAW Division of 


GENERAL STEEL WAREHOUSE CO., INC. 


1830 N. Kostner Ave., Dept. 1-B 


CHICAGO, ILL., U. S. A. 





































| @ Sold everywhere, bought by everyone 
| interested in flowers, fruits, vegetables, 
poultry, or live stock, “Black Leaf 40” is 
always in demand—always in 
People look for the familiar black leaf 
on the package. They ask for “Black 
Leaf 40” by name—because they already 
know by experience its proven value and 


season. 





many protective uses against insect pests. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
LOUISVILLE, KENTUCKY 








Specified by the 
electrical and 
building trades, 
contractors and in- 
dustrial buyers be- 
cause they are bet- 
ter toggle bolts in 
every detail. Paine 
Spring Wing Tog 
ele Bolts press 
through smallest 

















hole, spring open 
the instant clear 















ance is made. 
Never catch or jam 
on rough, irregular 
surfaces. Self- 
bracing, they lock 
thread when fully 
tightened. For an- 
chorage in any ma- 
terial, there is no 
better toggle bolt 
than Paine. 18 












types in 60 sizes. 












for complete 
of Paine 
devices, 
electrical 


tenance® is f 
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THE PAINE COMPANY 
2963 Carroll Ave., Chicago, Illinois 
weedy Warehouse & Sales: 














Warren § 
Carried by all teedios* Jobbers. 
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“BUILDERS SPECIALTIES 








Vent-A-Hood kitchen ventilator 
equipped with a GREASE TRAP 
to keep ceiling and walls clean 
—a patented centrifugal exhaust 
unit that forces cooking odors, 
steams and vapors out before 
they have a chance to invade the 
rest of the house. . . . Investigate 
this modern kitchen ventilator 
before you build or complete 
your plans. It’s new, modern, 
efficient. Exhaust unit may be 
had separately or with the hood. 
Ask for illustrated folder. 





The VentAxoo] ) Co 
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This Letter Sold Major Appliances 


O called “teaser” advertising has 

been used by many large manu- 
facturing concerns to herald the 
coming of a new product—the idea 
being to arouse curiosity by a series 
of advertisements which attract a 
person’s attention, but give him no 
specific information. When a hard- 
ware dealer uses “teaser” advertis- 
ing. such a plan really gets lots of 
comment and frequently results in 
some good orders. Last Christmas, 
Russell McFarland, McFarland 
Hardware Co., Niagara Falls, N. Y., 
used a “teaser” letter which was 
sent to 67 men who regularly patron- 
ized the store. Immediate results 
included the sale of two ranges at 
$200.00 each, the sale of three large 
radio sets and other appliances such 
as electric mixers and sandwich 
grills. 


Here's the Letter 


The “teaser” letter which did the 
trick read :- 
“Dear Mr. Brown: 

“When you are down this way 
will you stop in to see me? I have 
something that I would like to talk 
over with you. 

“Thanking you for your cour- 
tesy in this matter, I am 

“Yours very truly, 
“McFarland Hardware Co.” 


Says Mr. McFarland, “We were 
somewhat dubious about this idea 
at first but realize now that it was 
one of the best plans we have used 
in some time. This letter was sug- 
gested by Marshall Crisman, one of 
our salesmen. Many of the men who 
received this letter came in, wonder- 
ing what it was all about. We ex- 
plained that we were wondering if 
there wasn’t some electrical appli- 
ance such as radio, washer, ironer, 
range, refrigerator or cleaner that 
they were anticipating giving their 
wives for Christmas. If they said 
they had planned such a gift we 
offered to show what we had to sug- 
gest. We also explained that we 
were hesitant about going out to see 
them as they might want such a gift 
to be a surprise. 


Worth While Sales 


“No one seemed put out because 
they had been asked to visit the 
store. Many of the men looked over 
our complete line, and we thereby 
obtained many prospects. Best of 
all, however, were the number of 
immediate sales. Two $200.00 ranges 
were sold for delivery Christmas 
Eve as well as three large radios and 
other items such as electric mixers. 
sandwich grills, ete.” 
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Who Should Pay? 


ANY employers have learned 

to their sorrow that they are 
legally and financially responsible 
for any injury inflicted or damage 
done to a third party by an em- 
ployee in the course of his em- 
ployment. A somewhat unusual 
feature of the law in this connection 
is pointed out in a recent Connecti- 
cut decision: “The employer may 
recover from the employee the 
amount of loss caused to him by the 
employee’s wrongful act, including 
any sum which the employer has 
been required to pay a third person 
on account of the employee’s wrong- 
ful act.” Thus in a case where an 
employer has had to pay for dam- 
age done a third party by an em- 
ployee, he can sue the employee to 
get his money back, assuming of 
course that the employee has as- 
sets out of which the money can be 
collected. 


A rather extraordinary variation 
of this principle of damage liability 
was discussed in a recent Pennsyl- 
vania case. In a situation where an 
employee has injured a third person 
in the course of his employment and 
the employee himself has had to pay 
the damage to the third party, the 
employee may in turn sue his em- 
ployer if the employee’s act which 
caused the damage was performed 
as a result of the employer's in- 
structions. 

“This,” says the Pennsylvania 
Court, “is in accordance with the 
rule that where an employee is re- 
sponsible to pay for injuries to a 
third person caused, not by the 
negligent manner of performing the 
damaging act, but as the result of 
the act itself as directed by the em- 
ployer, the employee may recover 
from the employer the amount which 
the employee himself has had to pay 
for the damages.” 





QUITE.A CHANGE IN 34 YEARS! 





When a firm can point to the fact that it has handled a single line of 
paint for over 90 years it is a fact worth chronicling. The fact is that 
Cc. O. Brown & Bro., Columbia, S. C., have done this very thing and 
have handled Devoe & Raynolds products for the past 94 years. The 
upper illustration shows this firm’s store as it appeared in 1905 (the 
year the Panama Canal was started) while the lower one shows it as 
it now appears following the completion of an extensive moderniza- 
tion program which was concluded during the past summer. 
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Sensational Mower Value 


Brand new design and construction with 
many features ordinarily found only in high 
priced mowers .. . yet the De Soto is built 
to retail at only $8.50. 

Closed wheels, solid rubber tires, self-ad- 
justing ball bearings, large five-blade reel, 
and a specially designed frame that gives 
utmost strength without excessive weight. 
One of the best mower values ever offered 

. feature it on your display floor. 


Write for new 
1940 Catalog 


with full details of the De Soto and com- 
plete 1940 line of Heineke Hand and Power 
Mowers. 
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SpeedWay, for 30 years lead- 
ing manufacturers of industrial 
electric tools, now brings the 
hardware trade its first com- 
plete line of quality electric tools for 
the home workshop that: Is Priced to 
sell in volume in every community. . . 
is widely advertised . . . carries a full 
profit margin . . . of which each tool 
is correctly designed, of correct speed, 
full capacity and powered by a specially 
wound high torque SpeedWay tool motor 
(110 v. universal). Streamlined and finished 
in 2-tone (blue and lacquered white metal) ac- 
tually thousands on thousands of these tools have 
been sold since they first were introduced late 
last fall. 


No. 69 Drill has 14” chpac 
ity in steel, handle and gear 
housing die cast, operating 
speed 1000 R.P.M. 

No. 129 Grinder operates at 20,000 
R.P.M. (has high speed essential to 
efficient grinding) with small stones | COMBINATION 
and collets for 1/16” and 3/32” arbors. 
No. 250 Kit consists of No. 69 Drill, 
No. 129 Grinder and 5 accessories in 
attractive steel display carrying case. 
Router Frame converts Grinder into 
free router or shaper. 

Drill Stand takes either Drill 
Grinder. 

Bench Grinder complete with 
motor, 2 wheels, rubber feet, carry- 
ing handle, cord and plug. 


















or 








ROUTER 








Circulars, displays, counter sheets 
furnished. Write for catalog sheets. 


SPEEDWAY MFG. CO. 
1836 S. 52nd Ave., Cicero, Ill. 
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Double X...field marshal of 
them all! The nationally ad- 
vertised Floor Cleaner that 
makes varnish vanish, makes 
old floors new and makes 
profit-sales for you! Schalk 
Chemical Company, Los 
Angeles and Chicago. 











New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARB 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St, New York City 














After Hours! 


T’S just about closing time on the evening of Saturday, November 
i] 4, and the last customer has left the hardware store of the Stone & 

Carson Co. William Stone, one of the partners, is leaning on the 
counter looking over the November 2 issue of HARDWARE AcE. Frank 
Carson, the other member of the firm, is checking up on stock. Stone 
slaps his fist down on the counter. 


STONE: Well, here it is again and better than ever! 
CARSON: What's here again? 


STONE: Harpvware AGe’s annual section of Christmas Merchandising 
Plans—32 pages of ’em in color. Better look it over Frank as soon as 
you can. There are some mighty good ideas in it. 


CARSON: Plenty of time for that, Bill. Christmas is a long way off. 


STONE: Christmas may be but our Christmas campaign isn’t. They’ve 
moved up Thanksgiving a week, in our state, and you know we always 
get things ready for the holidays the day after Thanksgiving. We have 
about two-and-a-half weeks to lay our plans for getting in those Christ- 
mas gift dollars. 


CARSON: Gosh, I hadn’t thought of that! 


STONE: Well read this section over and you won't have to cudgel 
your brain for Christmas ideas. There’s plenty of them here. Window 
displays, interior arrangements, merchandising stunts, advertising and 
promotion ideas, decoration kinks. They’re all here. Spend a couple 
of hours reading this section and I'll bet we can cut our preparations for 
the holidays in half. We don’t have to think about them. It’s all been 
done for us here. 


Carson looks over Stone’s shoulder. 


CARSON; Bill, you said something! There’s one we could use right 
now. See that article about Hanse in Babylon, N. Y., using a toy annex 
for the holidays. You know how that extra merchandise always jams us 
up. Why can’t we rent that vacant store? It’s just two doors away and 
they'll never rent it at this season. Bet we could get it for next to noth- 
ing. It would solve the problem right there. 


STONE: Yes, and while we’re spreading ourselves why not work up 
some moving displays in the window. That’s a great stunt that Herrmann 
used in Glendale, N. Y. 


CARSON: Too complicated and would probably cost too much money. 


STONE: It won’t cost us much. That kid of mine, Bill, Jr., is pretty 
handy at such things and could work out the mechanics of it in no time. 
And then his sister has been going to art school for two years and could 
design the figures for us. What do you say if we give it a try? 


CARSON: O.K. with me but we'll have to get started early. And while 
we're making our plans we might just as well check up on the various 
lines of merchandise we can feature as Christmas gifts. There must be 
a lot of them .. . all the way from major appliances to wrapping paper. 

STONE: That’s not the half of it. Man, do you realize that a big 
percentage of the things we carry in this store are natural Christmas gifts. 
Look over the articles in that section; read what some of those stores 
have done and you'll realize that we can’t turn our heads without looking 
at something that can be sold for a Christmas gift. 

CARSON: Guess you're right, Bill. We've been so close to the stock 
that we haven’t realized its gift possibilities. Takes an annual reminder 
like this issue of HARDWARE ACE to wake us up. Let’s go home. We'll 
get busy on those ideas tomorrow. 


The partners lock up the store and exit into the night. 
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AUGER BITS 


AN ALL-PURPOSE BORING TOOL 


Here’s a handy tool that every woodworker needs! 
The Forstner Auger Bit, unlike others, is guided by 
a circular rim instead of a center and can be oper- 
ated in any direction regardless of grain or knots, 
leaving a clean, polished surface. For scalloping, 
mortising, pattern and scroll work this tool is ideal. 
It will perform many operations commonly done with 
chisel, gouge, scroll saw or lathe tool. 













Forstner 
Auger Bits, 
for hand or 
machine boring, 
may be purchased 
singly or in sets of 
9, 11 or 17 bits. 
Write now for catalog. 


ROCRESSIVE MFG. CO 
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YOU CAN TELL WHERE IT 


Docernsax ‘‘glue-backed’’ price labels have a way of leaving 
traces, too. But not KUM-KLEEN price labels. These modern 
labels not only stick perfectly to cellophane, metal, porcelain, 
bakelite, wood, leather, etc., but they peel off easily and never 
leave a trace of stain, gum or paper on the merchandise. 


We'll gladly send liberal FREE SAMPLES of various sizes 
and shapes for price marking hardware, cutlery, art and gift 
ware, furniture and all non-porous’ surfaces. Address 
AVERY ADHESIVES, 334 East 4th Street, Los 
Angeles. In Canada: Enterprise Sales & Dist., 30 Front 
Street, West, Toronto. 


* Need no moistening...Stick * 
until peeled off... Leave no 
mark...Try them and you'll 
never go back to old-fashion- 
ed “glue-backed” labels. 


ADHESIVE 
PRICE-LABELS 











WE HELP YOU 





incorrect addresses and duplications. 
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We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 


Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 
Also we save you considerable sums for postage and promotion material by eliminating dead names, 


Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 


Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 239 West 39th Street, New York, N. Y. 


< 
* CATALOGS - BROADSIDES.- CIRCULARS - LETTERS * 


SELL BY MAIL* 
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The BIG Seller— 


The Sherman Diamond Hose Nozzle 
has been the sales leader for many 
years. Made of heavy wrought brass 
by Sherman precision methods to give 
long, satisfactory service. The 


Didinend 


NOZZLE 


is full size—throws a long, powerful 
stream, or any degree of a spray to the 
finest mist. Size %4 inch. 


Furnished nickel or chrome plated at 
slight additional Packed one 
dozen in attention compelling display 
carton that makes sales soon as shown. 


cost. 


Sold through Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 





EELGRIP 


BELT LACING 


A stronger lacing for all types ef 
belts. Put on with a hammer— 
easily penetrates the toughest belt. 
Clinches smoothly into belt, com- 
presses ends, prevents fraying, makes 
@ permanent ‘“‘humpless’’ joint. 
2-piece hinged rocker pins provided. 
8 sizes. In boxes, handy packages, 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions. 


wit akip 
Preferred he- 
cause they are 
handled safely, 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 


or any other standard lacers. 
Available in 6 sizes. 


me 


A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 
the fleld. Get your share of this 
profitable market. 


Write today for Catalog and Circulars 
ARMSTRONG - BRAY 
& CO. 


“The Belt Lacing 
People” 


LATGI 


Loomis Ave., 
U.S.A. 
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Ace Hardware Corp. Ace Conven- 
tion meeting, exhibit, banquet, and en- 


tertainment. January 22, 23 and 24, 
1940, at company headquarters, 1319 S. 
Michigan Ave., Chicago, Il. 

American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the southern jobbers’ 
association. 


American Hardware Supply Co. 
Spring Merchandise Show, meeting and 
banquet. January 29 and 30, 1940, at 
the company headquarters, 41 Terminal 
Way, South Side, Pittsburgh, Pa. 

Arkansas Retail Hardware Associa- 
tion, convention and exhibit, Feb. 19-23, 
1940, at Little Rock. Headquarters and 
sessions at Marion Hotel. Exhibit at 
J. T. Robinson Memorial Auditorium. 
George L. Turner, 322 E. Markham St., 
Little Rock, is association secretary. 


Bigelow & Dowse Co. National 
Hardware Stores meeting, exhibit, ban- 
quet and entertainment. February 22, 
1940, at the Boston City Club Ball- 
room, Boston, Mass. 

California Retail Hardware Asso- 
ciation convention and exhibit, Feb. 
13-15, 1940, at the Hétel Whitcomb, San 
Francisco. LeRoy Smith, 417 Market 
St., San Francisco, is association sec- 
retary. 


Cooking and Heating Appliance 
Manufacturers, Institute of, seventh 
annual convention at the Netherland- 
Plaza Hotel, Cincinnati, Ohio, Dec. 13 
to 15, 1939. 


Georgia Retail Hardware Associa- 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 
not yet available. Robert K. Boswell, 
Box 977, Atlanta, is association secre- 
tary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., June 6 to 8, 1940, 
at the Cavalier Hotel, Virginia Beach. 
H. L. Gilliam, The Wood Shovel & Tool 
Co., 9 Rockefeller Plaza, New York 
City, is secretary-treasurer. 

Hall Hardware Co. Stockholders’ 
meeting, exhibit, banquet and entertain- 





oming \C 


Corrected each issue 
according to latest data 


ment. February 19 to 22, 1940, in the 
company’s own auditorium, Minneapo- 
lis, Minn. 


Housewares Show of the House 
Furnishing Manufacturers Association 
of America, 29 S. La Salle St., Chicago, 
Ill., will be held Jan. 7 to 13, 1940, at 
the Palmer House, Chicago, III. 

Housewares Show of National 
Housefurnishing Manufacturers’ asso- 
ciation, 228 N. LaSalle St., Chicago, 
will be held, Jan. 7 to 12, 1940, at the 
Stevens Hotel, Chicago. 





Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 1940, 
at the K. C. Hall, Springfield. C. G. 
Gilbert, 1155 Merchandise Mart, Chi- 
cago, is association secretary. 

Indiana Retail Hardware Associa- 
tion, convention and exhibit, Jan. 30- 
Feb. 2, 1940, at Indianapolis. Sessions 
and exhibit at Murat Temple. Head- 
quarters, Hotel Lincoln. G. F. Sheely, 
915 Security Trust Bldg., Indianapolis, 
is association secretary. 

Intermountain Hardware and Im- 
plement Association Convention, Feb. 
14-16, 1940, at Pocatello, Idaho. E. Bell, 
311 S. 9th St., Boise, Idaho, is associa- 
tion secretary. 


Iowa Retail Hardware Association, 
convention and exhibit, Feb. 6-9, 1940, 
at Des Moines. Sessions at Hotel Savery. 
Exhibit at Coliseum. Philip R. Jacob- 


son, Mason City, is secretary. 


Kentucky Hardware and Implement 
Association, convention and_ exhibit, 
Jan. 23-25, 1940, at the Seelbach Hotel, 
Louisville, Ky. J. M. Stone, 1009 Seel- 
bach Hotel, Louisville, is association 
secretary. 


Michigan Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at Detroit, Mich. Sessions and 
headquarters, Statler Hotel. Exhibit, 
Convention Hall. H. A. Daschner, 1112 
Olds Tower Bldg., Lansing, Mich., is 
association secretary. 

Minnesota Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
20-23, 1940, at the Mineapolis Audi- 
torium, Minneapolis, Minn. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is association secretary. 

Missouri Retail Hardware Associa- 
tion, convention and exhibit, Feb. 13-16, 
1940, at Auditorium, St. Louis. Peyton 
C. Clark, 2861 Gravois Ave., St. Louis, 
is association secretary. 

Mountain States ‘Hardware and Im- 
plement Association, Jan. 15-17, 1940, 
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Conventions and Events 


at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 


Colo., is association secretary. 





National Contract Hardware Ass’n 
will meet in Chicago, Ill., Sept. 24-26, 
1940. 


Nebraska Retail Hardware Associa- 
tion, Jan. 30-Feb. 1, 1940, convention 
and exhibit, Omaha. Sessions and head- 
quarters at Hotel Rome. Exhibit at 
Municipal Auditorium. Edward C. Her- 
manson, 325 Insurance Bldg., Lincoln, 
is association secretary. 

National Retail Hardware Asso- 
ciation, 4lst annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 

New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 27- 
29, 1940, at Statler Hotel, Boston, Mass. 
Hubert A. Meier, 140 Federal St., Bos- 
ton, is association secretary. 

New York State Retail Hardware 
Association, convention and_ exhibit, 
Feb. 20-23, 1940, at Rochester. Sessions 
and headquarters, Hotel Seneca. Ex- 
hibit at Convention Hall. John B. Foley, 
508 Hills Bldg., Syracuse, is association 
secretary. 


North Dakota Retail Hardware As- 
sociation, convengion and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 

Ohio Hardware Association, conven- 
tion and exhibit, Feb. 13-17, 1940, at 
Columbus. Sessions and headquarters 
at Deshler-Wallick Hotel. Exhibits at 
Auditorium. John B. Conklin, 175 S. 
High St., Columbus, is association sec- 
retary. 


Oklahoma Hardware and Implement 
Association, convention and _ exhibit, 
Feb. 6-8, 1940, at Municipal Auditorium. 
Oklahoma City. Charles F. Nelson, 30] 
Key Bldg., Oklahoma City, is associa- 
tion secretary. 

Panhandle Hardware and Implement 
Association, convention and exhibit, Jan. 
29-30, 1940, at the Herring Hotel, Ama- 
rillo, Tex. C. L. Thompson, Canyon, 
Tex., is association secretary. 

Pacific Northwest Hardware & Im- 
plement Association, convention and ex- 
hibit, Feb. 19-21, 1940, at the Daven- 
port Hotel, Spokane, Wash. Dale 
Strong, 523 Realty Bldg., Spokane, is 
association secretary. 





Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
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1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Pennsylvania and Alantic Sea- | 


board Hardware Association, conven- 
tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Hall. W. Glenn Pearce, 
400 N. Broad St., Philadelphia, is asso- 
ciation secretary. 

South Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
12-14, 1940, at Sioux Falls. Headquar- 
ters, Cataract Hotel. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, Cot- 
tonwood, is association secretary. 

Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 17-19, 1940, at Long Beach. 
Headquarters, Hilton Hotel. Sessions 
and exhibits at Municipal Auditorium. 
J. V. Guilfoyle, 1126 Rives Strong Bldg.. 
Los Angeles, is association secretary. 

Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of the 
manufacturers’ association. 

Tennessee Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 4- 
5. 1940, at the Hotel Andrew Jackson, 


Nashville. R. K. Boswell, Box 68, Chat- | 


tanooga, Tenn., is secretary. 


Texas Hardware and Implement As- | 


sociation, convention and exhibit, Jan. 
23-25, 1940, at the Hotel Adolphus, 
Dallas, Tex. Dan Scoates, College Sta- 
tion, is association secretary. 

Virginia Retail Hardware Associa- 
tion, convention, Feb. 20-21, 1940, at 
the Hotel Roanoke, Roanoke. G. T. 
Omohundra, Jr., Scottsville, Va., is sec- 
retary. 


Western Retail Implement and 


Hardware Association, convention and | 


exhibit, Jan. 16-19, 1940, at Kansas 
City, Mo. Headquarters, Hotel Presi- 
dent. Exhibit, Municipal Auditorium. 
H. L. Covert, 322 Scarritt Bldg., is as- 
sociation secretary. 


Wisconsin Retail Hardware Associa- | 


tion, convention and exhibit, Feb. 6-9, 


1940, at the Auditorium, Milwaukee, | 
Wis. H. A. Lewis, Stevens Point, is | 


association secretary. 





THE SCALE FOR FARM AND 

INDUSTRIAL USE BECAUSE 

OF ITS ACCURACY AND 
DURABILITY 


The VIKING is made for 
heavy duty — every detail 
of construction designed 
for the innumerable heavy 
weighing tasks on the farm 
or in industry. Double rein- 
forced throughout with spe- 
cially heat treated Swedish 
steel springs. Farmers like 
the extra convenience fea- 
tures for quick adjustments 
and easy reading. 



































Made in 4 capacities for 
various weighing needs 


Ask your jobber for details. 















SCALE CO. 


HANSO 


510 N. ADA STREET, CHICAGO, ILLINOIS 





Now ALso IN CANS 


in all popular sizes from 4 pint 
to one gallon. High tensile 
strength! Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your jobber’s 
name, for full information. 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Maryland 
McCormick & Co. (Canada) Ltd., Toronto 














Officers of Montana Association Reelected 


plement and Hardware Asso- 
ciation were re-elected for the 
ensuing year at the closing session 
of the organization’s two-day 1939 
convention in Billings, Mont., Oct. 
23 and 24. About 100 delegates 
attended the business sessions which 
were held in the Commercial Club. 
Officers re-elected are: C. M. 
Wall, Helena, president; W. C. 
Wallace, Anaconda, vice-president, 
and M. P. Trenne, Helena. secre- 
tary-treasurer. No change was made 
in the board of directors. 


() riement of the Montana Im- 


Resolutions Adopted 


The resolutions committee en- 
dorsed resolutions adopted by the 
National Retail Farm Equipment 
Association and the National Retail 
Hardware Association, at conven- 
tions held earlier this year. in re- 
spect to chain store taxation, gov- 
ernment aid to cooperatives, Federal 
firearms amendment, statute of 
limitations for freight bill adjust- 
ment, social security act. sales in- 
formation, Tydings-Miller act and 
hardware premiums. 

The committee further “con- 
demned efforts that have been made 
to deceive the public through state- 
ments to the effect that merchants 
are required by the Montana Unfair 
Practice Law to raise prices. The 
law definitely and specifically per- 
mits all merchants to sell in accord- 
ance with invoice or replacements 
cost, whichever is lower.” The com- 
mittee in its report also condemned 
the practice of manufacturers sell- 
ing to those who are not licensed 
retailers at a wholesale price. 

At the opening session of the con- 
vention Monday, Oct. 23, Mayor 
Charlie T. Trott of Billings extended 
the city’s greetings. The president 
and secretary-treasurer gave their 
annual reports and the committees 
were appointed and routine busi- 
ness transacted. 

G. C. Thompson of Minneapolis, 
Minn., sales manager of Deere and 
Webber and Company, speaking on 
the topic, “Those Eventful 30 Years,” 
told of his experiences in the hard- 
ware business through this period of 
time, 28 years of which he said he 
spent in Montana. 
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Left to right: M. P. Trenne, Helena, secretary treasurer, Montana Ass‘n; Hobart 

Thomas, Indianapolis, Ind., director of Association Extension and N.R.H.A,; 

C. H. Chase, Ames, Iowa, secretary-treasurer, lowa Implement Dealers’ Ass'n 

and representative of National Federation of Implement Dealers’ Ass‘n; W. C. 

Wallace, Anaconda, vice-president, and C. M. Wall, Helena, president of 
Montana Ass’‘n. 


Pointing out that the financial 
statement of any firm is the index 
of the business ability of its manage- 
ment, Claude E. McGuinness, man- 
ager of the installment loan depart- 
ment of the Union Bank and Trust 
Company of Helena, said bankers 
could not take “bad risks” but must 
deal in “selected credits” in its 
financial dealings with hardware 
dealers and other business men. 

Mr. McGuinness cautioned mem- 
bers to use care in any period of 
rising prices and urged them to re- 
member that if a man pays three or 
four times what an article is worth, 
it will be worn out before it is paid 
for, and that same man is restricted 
in other purchases because of the 
high price he paid for the original 
article. 

Ray Shannon, Montana state trea- 
surer, opened the second day’s ses- 
sion with a talk on “Taxes versus 
Business,” in which he declared as- 
sociation members, along with all 
other citizens, should make govern- 
ment a vital part of their business 
interests. 


Voters to Blame 


Placing the blame for higher taxes 
directly upon the voters, Mr. Shan- 
non said, “The people have con- 
trol and do not exercise it, because 
they are too disinterested to become 
acquainted with their government. 
Government to most business men is 
a headache. They don’t like it, and 
most of them just cry and complain, 
but never do anything about it, 

Principal speakers during the final 
session of the convention Tuesday 
afternoon were C. H. Chase of Ames, 


Iowa, secretary-treasurer of the lowa 
Implement Dealers’ Association and 
representative of the National Feder- 
ation of Implement Dealers’ Asso- 
ciation, and Hobart Thomas of 
Indianapolis, Ind., director of Asso- 
ciation Extension and National Re- 
tail Hardware Association. 

Mr. Chase discussed the recently 
organized National Retail Farm 
Equipment Association authorized 
by the national federation at its con- 
vention in Chicago, Oct 10, 11 
and 12. 

Mr. Thomas said, “Advertising is 
the life blood of any business,” and 
he urged dealers to plan definite ad- 
vertising campaigns with their local 
newspapers and by means of direct 
mail advertising. 


The Social Program 


Convention social events included 
a get-together party at the Billings 
Club on the Sunday evening preced- 
ing the opening of the convention, 
a bridge luncheon for the wives of 
delegates at the Northern Hotel, 
Monday noon, and a special dinner 
and conference for members only at 
the hotel Monday night. The con- 
cluding function was a banquet and 
dance at the Billings Commercial 
Club, Tuesday night. 

Entertainment for women was in 
charge of Mrs. P. A. Rockwell, Mrs. 
Carl A. Rahn and Mrs. A. A. Clap- 
per, all of Billings. The convention 
was in charge of J. J. Mills, chair- 
man; D. L. Chambers, O. E. Stevens, 
Carl A. Rahn, J. S. Grimstad, O. M. 
Ness, H. A. Hanson, all of Billings, 
and Charles Eder of Hardin. 
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TURNER, DAY & WOOLWORTH PROVEN VALUES 


For over 80 years world’s acknowledged 

leader in producing handles that are: 
Uniform in grade « Perfectin pattern + Accurately sized 
plus financial responsibility and five fully equipped factories to assure 
unfailing service. Insure your handle sales and profits 
by giving your customers known value — in 
grade and quality. 












































Trade-Marked and 
Grade-Marked For 
Your Protection 


TURNER, DAY & WOOLWORTH 
HANDLE CO. LQUISVILLE, 














The mouse that 
defies a "BET- 
TER" — 3-Way 
Mouse Trap — is 
sure to be 
CAUGHT. This 
superior trap 
with exclusive 
features is in- 
stantly sprung 
| from any direc- 
tion. 


FOR YOUR CUSTOMERS’ — “"Better’’” Brand Mouse 
COMPLETE SATISFACTION — nih thes Tans 


Make sure you specify T R & S Rivets. are self-setting with one motion. Safely handled 
by women or children. Bait stealing is entirely 
’ " ° _ eliminated. Have duplex oil tempered springs, 
—aceurately drilled to drive easily and | evenly balanced. "Better" Brand Mouse and Rat 
clinch smoothly. The established recog- _ Traps are attractively printed and packed. | doz. 
in handy counter size display box. Also 4-Way 
"Never Miss" and "Can't Miss" Mouse Traps. 


Send for Complete. Folder and Trade-prices. 


TUBULAR RIVET & STUD CO.| McGill Metal Products Co. 


"if 
suas toe “all 











They are jrue to gauge and 100% usable 


nition of this time-honored name is yom 


best guide and guarantee. 

















World's Foremost Producers of Rivets Marengo, Illinois 
Wollaston Massachusetts | —= . —_—— 
3 
It’s a NATIONAL 
Changing Your Address? BRAND PRODUCT 
Tested and Guaranteed 
If you are, please send your new address National Brand GLAZING COMPOUND is | suc 
cessiully sweeping he entire nation as the a 
to the CIRCULATION DEPARTMENT Developed to" replace putty. wil het any’ ont, 
run, crack or pull away. Requires no working 


up—it’s always ready for use. Priced aurpris 


at least 3 weeks before you move. oi tee, mies sass cs dened 








and quotation. 
e | 
| 
A D A E AGE JAYE MANUFACTURING 
239 West 39 Street New York, N- Y. er eee 














Cleveland, Ohio 
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= ¢B MILLION PEOPLE 
~ WILL SEE r. 
THIS AD 


FOR OMLY 


spots in rubber, leather, 
cloth. Spreads like butter. 
Dries tough overnight. 
Flexible, non-skid, water- 
proof. Won't come off— 
guaranteed! 25c (25 
repairs). At all 10c 
=} & hardware stores, 
SO-LO WORKS, Cincinnati, O. 
PHONE YOUR JOBBER FOR $O-LO 


STEEL BRICK HODS 


Have been used} 
for years 
because of 

their strength 

and lightness. 
All steel 


Prices Will Interest] 


The Cleveland Wire Spring Co. 


E. 8th St. and Hamilton Ave. 
@ @ CLEVELAND.OHIO @ @ 














wue 
u7* deep 


Me. 162 
Brick 


ESOLE SHOES 


$0O-LO mends holes, worn ¢ 


EACH 














E-Z CORN POPPER 
The Original Rotary Corn Popper & 


The Popper That Puts § 
The Pop in Pop Corn 










Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 








ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
anteed quality. Real 
profit in handling 
them. 
Write for prices. 


Rechester Sash Balance Co., Ine. 
Rochester, N. Y. 














| 


CLASSIFIED 
OPPORTUNITIES 


Pages 110-111 
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How’s the Hardware Business? 


(Continued from page 48) 


optimistic, but “spotty”, and late Oc- 
tober sales seem to have been much 
better in the eastern and east cen- 
tral states than west of the Missis- 
sippi and in the south. Weather 
breaks have not been altogether 
favorable for seasonable lines, and 
the average individual shopper still 
shows little speculative zest toward 
covering future needs. In the retail- 
ers’ own ordering there is contrast- 
ing vigor. Their purchases directed 
to their wholesale suppliers, week by 
week. are substantially better than 
a year ago, and steadily better this 
month than in late September and 
during part of October. 
* * * 

Vacuum Cleaners — Figures 
on vacuum cleaner sales released by 
C. G. Frantz, secretary, Vacuum 
Cleaner Manufacturers Association. 
indicate that 1,000.251 units were 
sold during the first nine months of 
this year, as compared with 940.409. 
for the same period in 1938, or an 
increase of 6.3 per cent. September 
sales—120,708 machines—showed an 
increase of 18.3 over the same month 
last year and were 24.8 per cent 
greater than sales for August. 1938. 

* *% * 

Washing Machine Sales-—A 
total of 1,110,166 washing machines 
was sold the first nine months of 
this year according to J. R. Bohnen, 
executive secretary-treasurer, Amer- 
ican Washer & Ironer Manufacturers’ 
Association, an increase of 27.47 per 
cent over 1938 shipments. Sep- 
tember shipments totaled 138,992. 
compared to 125,821 in September. 
1938, an increase of 10.47 per cent. 
Ironer shipments for the nine months 
totaled 82,219 units compared with 
82,581 machines the same period last 
year. 

* & * 

Building Permits—A gain of 
20 per cent in permit valuations for 
new nonresidential buildings over 
the corresponding month of last year 
featured the building permit reports 
for September, Secretary of Labor 
Frances Perkins reported recently. 
The gain was caused primarily by 
increases in the dollar volume of 
factory, public utility and commer- 
cial buildings. New residential build- 
ings showed an increase of 3 per 
cent, the value of additions, altera- 
tions, and repairs increasing 11 per 
cent. The total volume of building 
construction was 10 per cent higher 
than in September, 1938. As com- 
pared with August, September per- 
mits showed a gain of 30 per cent 


in the value of new nonresidential 
building but decreases of 25 per 
cent and 12 per cent occurred in 
the dollar volume of new residential 
building and additions, alterations 
and repairs, respectively. During the 
first 9 months of 1939, permits were 
issued in cities reporting to the Bu- 
reau for buildings valued at $1,579,- 
759,000. an increase of 24 per cent 
as compared with the corresponding 
period of 1938. The value of new 
residential buildings showed an in- 
crease of 34 per cent over this peri- 
od. The value of new nonresidential 
buildings showed a rise of 10 per 


cent. 
* * 


Steel Volume Record — Oc- 
tober was a record breaking month 
in steel production and established 
near-records in some collateral activi- 
ties, reports The Iron Age, in its 
Nov. 9 issue. Last month’s output 
of ingots was 5,393,821 gross tons, 
exceeding the previous all-time record 
of 5,286,246 tons in May, 1929. This 
was a gain of 28 per cent over Sep- 
tember and 74 per cent over the 
October total last year. 

* * * 

Paint Sales—September sales 
of paints, varnishes and allied mate- 
rials expanded sharply to a total 
volume of $37.048,952. or a gain of 
24 per cent over last September 
and an increase of 12 per cent over 
August. In terms of dollar value, 
data compiled by the Department of 
Commerce from reports by 579 
manufacturers show a gain during 
September of more than $7,250,000 
over last September and nearly $4,- 
000.000 over August. 

* # * 

Westinghouse Orders—West- 
inghouse Electric & Mfg. Co., E. 
Pittsburgh. Pa.. reports that orders 
booked for the first nine months of 
1939 were $153,976.777, compared 
with $113,170.228 for the same peri- 
od in 1938, an increase of 36 per 
cent. For the 12 months ended Sept. 
30, orders were $190,469,325, com- 
pared with $151,509,531 for the same 
period in 1938, an increase of 26 per 
cent. 

a 

Norge Shipments—A total of 
21,584 Norge products were shipped 
in September, according to Howard 
E. Blood. president, Norge Division, 
Borg-Warner Corp., Detroit, Mich. 
This indicated a total gain of 26.5 
per cent over shipments in Sep- 
tember, 1938. 
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MASONS WOOD AND ALUMINUM aaa SAND’S CARPENTERS WOOD AND AL 
SAND’S-STEVENS SURFACE AND TILE SETTERS’ WOOD AND ALUMINUM 
: Write for Catalog LEY ELS World's Standard 
: SAND'S LEVEL & TOOL CO For 48 Years 
; 8631 Gratiot, Detroit, Mich. TELL THE TRUTH “Factory Built-In Accuracy” 
is 
r ‘ 
: It all adds up to UALITY S for 
; HIGHER PROFITS for You || 4 OLDERS every 
at SUPERIOR QUALITY PR RECOGNIZED NAME Flux-filled Solder, acid or rosin core, in many gauges. 
g + COLORFUL MODERN PACKAGES + FREE Available in household tins and |, 5, 20-lb. spools. Solid 
» DEALER HELPS Wire Solder in various alloys and gauges. 30/70 Body 
(Windew and | Solder in Regula- and '/2-!b. bars. A'so Bar Solders, Bab- 
- diese Diesen — bitt Metal, Lead Pipe. Made by the most modern methods. 
i- LeaBete-—iues Sat Gardiner Products are famous for high quality and low 
V Catalogs, News- prices. 
Tr papers and Fliers.) | 
For advantageous Prices For Lver ythin g /2 
= po information, Th, G. aa : | ' 1, a :  ) 
write today. Green at Grow4 43 | ALAGMter ry 
- TENNESSEE ne | IM ETAL. CO. 
1 CORPORATION tA 
4 61 Broadway, New York City 4 "4821-8. Campbell Ave., Chicago, Ii. J 
i- 
A ‘N , 
BEAUTY— atural’ For 
: LOW PRICE— H Craf 
VOLUME MARKET ome Craftsmen $9.50 
They may be 
Everyone with registers or radi pags | s Includes 
P ators is a prospect for Fulton craftsman takes Mighgrate 
\irmoisteners. po yo Sew 








ther’s f 
Healthifier—loc a where evaporation is greatest. Water thaon <= eonatem oe 
pan concealed—cannot tip over. professional —wants 
Airmoistener—fits top of radiator. Twin water pans McMillen | MITRE 
. 7 w } 
evaporate water from three sides. i ileal i 
Humidifier and Shield—for wall and floor registers. a 
Shield prevents dust streaked walls. is a lifetime tool. 

°° ot grog in- : ge 4 ® 
’ on dexed for 45, 67% and 90 degree cuts and takes wood sizes up to 2x Inc ee 
Ask Your Wholesaler About Our Low Prices. its highgrade 10-inch back-saw, the MITRE KIT is a popular seller at $2.50 
PAT co Write today fer our liberal wholesale prices. 
ENT NOVELTY MPANY , ’ 
THE BAKER McMILLEN CO., 341 E. Miller Ave, Akron, Ohio 


305 Eighth Avenue Fulton, Illinois 











IT DOES EVERYTHING BUT TALK 
Waller's 
QUICKVISE 


BEST from Every Angle 


@ Instantly adjustable at any 





WHEN THE COLD 
WAVE COMES 
The store with torches in stock | 
gets the sales. 
No. 800 QUART SIZE 
Because it’s indispensable in any 


Low priced without the sacrifice | 
of the well known C & L Quality. | | tool Kit.” It's indispensable in 
any hardware stoc 


CLAYTON & LAMBERT MFG. CO. EMCO MANUFACTURING co. 
DETROIT, MICH. | | 784 GLADYS AVE. See your Jobber. LOS ANGELES 


angle 
Attached in a jiffy to any 
support 
Changed in a moment to @ 





2 
9 
convenient clamp 

@ Lowers out of the way when 
* not in use 

@ Easy to carry from job to 
* 

co 


Husky frame for long hard 
usage 
Priced to leave plenty in any 
purse 


$2.00 
LIST 




















Good Window Displays «« « «« « « « « «© «# # «# w@ awe 


Do you realize that no one factor will draw people to your store And many dealers who require their own copy of Hardware Age 
like attractive window displays of seasonable merchandise? oo it highly profitable to subscribe to eatra copies for their sales 
jorce. 
Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 


HARDWARE AGE, 239 West 39th Street, New York City 
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All-In-One CEMENT 


Holds everlastingly. Ce- 
ments wood, glass, china, 
metal, ejeth, linoleum, tile, 
paper, leather and bric-a- 
brac. Non - inflammable, 
transparent, no odor, not 
sticky to handle. In % and 
1 oz. bottles, % pt., 1 pt., 
1 qt. and 1 gal. cans. Re- 
tails from 10¢ to $3.50 ea. 
in order given. In Display 
Carton that makes sales. 


All-in-One Cement Co. 
4663 Page Bivd., St. Louis, Mo. 


BRUSH NU: 


SELLS FAST AY 10¢ 


THE LEADER 


FOR 20 YEARS 
BRUSH-NU COMPANY 


MARY LAND 

















BALTIMORE 








KEY BLANKS 


OF EVERY DESCRIPTION 


‘ 


Catalogue on Request 
GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 


TRIGA <e) Ke) RTOD 


(/ Y, FUSES 
( /\ THE COLOR TELLS THE SIZE 
‘f, 
By <(O)>APPEAL 
The variety of colors for the different 
amperages — 2-color cartons and 7-color 
display box ct'ract attention. The ‘'Plus 
Values'' turn interest into sales. ft ail 
adds up to more PROFIT for you. 


Ask your Jobber 
Salesman for 
COLORTOPS 






















piciided ath) i iem de} 


MILWAUKEE WISCONSIN 








Make the Small Items Pay Big 
Profits. Stock up now with 


HINDLEY WIRE GOODS 
CS 


COTTER PINS - WIRE SPECIALTIES 
BRIGHT WIRE GOODS - EYE BOLTS 


Sold Only Through Regular Hardware 
Trade Channels. 


MFG. CO., 60 JOHN ST. 
HINDLEY VALLEY FALLS, R. |. 


DASE TOOLS and 


CUTLERY 
MADE Mkt os You, | 


MR. ranedians RETAILER / |I|l| 


ASK YOUR JOBBER 










































STEEL. PRODUCTS CORP. ect ets 


108 











The “WHO MAKES IT ?”’ issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Council Bluffs, lowa: Who makes 
heavy hickory stockmen’s canes? 
Breeder Supply Co. 


ANSWER: T. W. Minton & Co., 
Inc., Barbourville, Ky. 


Who makes the 
Lewis Hardware 


Hammond, La.: 
Syracuse plows? 
Co. 


ANSWER: Deere & Co., 
Il. 


Moline, 


Westwood, N. J.: Who makes the 
S.0.S. soot cleaner for furnaces? 
Volz Hardware. 


ANSWER: S.O.S. Products Co., 
2 Sumner Ave., Brooklyn, N. Y. 


Narberth, Pa.: Who makes ad- 
justable wire plate holders? Ricklins 
Hardware. 


ANSWER: J. B. 
Sons. Jackson, Mich. 


Timberlake & 


Hartford, Conn.: Who makes Dri- 
pruf faucet washers? Capitol Hdwe. 
& Variety Store. 


ANSWER: Plumbers Specialties 
Mfg. Corp., 5723 S. Hoover St., Los 
Angeles, Calif. 


Lakeville, Conn.: Where can we 
obtain pellets for Haenel & Webley 
rifles? Community Service Inc. 


HARDWARE AGE 














MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


ANSWER: Stoeger Arms Corp., 
507 Fifth Ave., New York, N. Y. 


Southbridge, Mass.: Who makes 
colored shower curtain hooks? G. C. 


Winter Co. 


ANSWER: Blossom Mfg. Co., 79 
Madison Ave.. New York, N. Y. 


New Canaan, Conn.: Who makes 
the Hole-In-One tool for planting 
bulbs? Silliman Hdwe. Company. 


ANSWER: Thos. J. Magee Co., 
631 E. Wadsworth Ave., Philadel- 
phia, Pa. 


Tiverton, R. I.: Who makes the 
Frigid lowering device used for low- 
ering caskets in graves? P. H. 
Humphrey Co. 


ANSWER: Frigid Fluid Co., 2421 
W. Van Buren St., Chicago, III. 


Haddon Heights, N.J.: Who makes 
the Big Giant force cups? Suburban 
Hardware Co. ‘ 


NOVEMBER 16, 1939 


ANSWER: Fernald Mfg. Co.. 
North East, Pa. 


Oneida, Ill.: Who makes the Rid- 
dell basketball? Farmers Hardware. 


ANSWER: John T. Riddell, Inc.. 
1259 N. Wood St., Chicago, TI. 


Chicago, Ill.: Please furnish the 
address of the Metal Units Company, 
manufacturers of bath-tub moulding. 
Midwest Hardware Co. 


ANSWER: 103 Park Ave., New 
York, N. Y. 


Wilmington, Del.: Who makes a 
self-defrosting non-mechanical ice 
cream dipper? United States De- 
partment of Commerce. 


ANSWER: Zeroll Co., 2410 Robin- 
wood Ave., Toledo, Ohio. 


Newark, N. J.: Who makes Me- 


chanics Pal steel tape? Newark 
Specialty Co. 
ANSWER: Waterbury Lock & 


Specialty Co., Milford, Conn. 











SLIPKNOT 
- FRICTION - 


TAPE 


Highest in Quality, 


Competitive in Price— 





Attractively Packaged— 


Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Ine. 
CANTON, MASS. 














DENISTON 
Triple Lock NAILS 


“Lead Seal" 
Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


" ee d for S s. 
by “bump Send for ampes. —— 


The DENISTON Co. “cnickes* 












E OXFORD COLD CHISELS | « 
alana 


Hand Forged From Fine Tool Steel. 
% | Unequalled for General Utility. | & 
Wears Better v Lasts Longer. 


Polished or Natural Finish. 
We Sell To The Best At Low Prices. 


x | OXFORD TOOL COMPANY | x 
1633 No. 2nd St. xe’ PHILA, PA. 

















cooKs(-em NAIL 


CLIPPERS 


The “Gem Junior” 


An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and_ efficient 
file and cleaner. Mounted 1 
doz. on attractive counter dis- 
play card. Retail, 25¢. At 
jobbers. Send for catalog 
price sheet. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn. 
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Classikied Opportumilien Seckion... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|__Clamilied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words...... $3.00 
All — maximum, 50 words... 4.00 

ch additional word........ .06 
Positions Wanted 
(Special Rate) set solid, maximum. 
50 words 96:660660066060660 -50 


Bach additional word ............. 01 
Allow Beven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
inch “6 rr “ 5.00 
Each additional inch ........ 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











|  Poritioms Wanted _—si 


| —s- Positions Wanted 


| = Positions Wanted =| 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 








GOOD MAN AVAILABLE 


Sales executive, recently vice-president of a tool 
factory doing a world-wide business, with years 
of both factory and hardware jobber experience, 
seeks a connection. His work has included modern 
merchandising methods, creating displays, eales 
literature, catalogs, advertising, export, etc. 

Address Box 0-669, care of HARDWARE AGE, 

239 W. 39th St., N. Y. City 














SALESMAN LONG EXPERIENCE FOL- 
LOWING SYNDICATE stores, hardware, house- 
furnishing trade, New England States, Metro- 
politan New York, New Jersey, Pennsylvania. 
Best of references. Salary basis or commission. 
Address Box D-700, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





SALESMAN TEN YEARS CONTACTING 
HARDWARE jobbers, wholesalers, mill supply, 
builders’ supply, oil well, railways, industrials, 
electrical goods, auto accessories, department 
stores, house furnishings, chains, unit buyers, 
large dealers. Texas, Oklahoma, Arkansas, 
Louisiana. Desires direct factory connection for 
this territory. Address Box D-697, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





AMBITIOUS, AGGRESSIVE, HONEST, 
HARDWARE MAN, age 31, married, two chil- 
dren, desires position with an aggressive inde- 
pendent hardware concern in or near Seattle, 
Washington, or Portland, Oregon, one with a 
chance for a future and advancement as ability 
is proven. Have had six years’ selling floor 
experience, one year assistant department man 
ager, one and a half years department manager 
with national leading chain store. Well ac- 
quainted with inventory control, promotional sell- 
ing and displays, ete. Good knowledge of hard 
tools, power tools, steel goods, builders’ hardware 
and kindred lines. Address Box D-719, care of 
Harpware Ace, 239 W. 39th St.. N. Y. City. 

SALESMAN, ENERGETIC AND AMBI- 
TIOUS, THOROUGHLY experienced and with 
good following in the hardware and tool line, 
successfully calling on the wholesale and _ retail 
hardware ard mill supply trade in New York 
City and Metropolitan Area, seeks position with 





manufacturer for selling additional volume lines 
on commission basis. References available. Ad 
dress Box D-710. care of Harpwarr AGE. 239 








MY FIFTEEN YEARS’ EXPERIENCE in the 
manufacture and sale of electrical appliances is 
now available to manufacturer of similar products, 
either in internal or external sales organization. 
Last six years Pacific Coast manager for well-known 
Eastern manufacturer. Know hardware and electrical 
jobbers and department store accounts. Ability to 
address jobbers’ sales force and handle demonstra- 
tions and promotions. An interview will bring forth 
sales record of results. Free to travel anywhere. 

Address Box D-718, care of HARDWARE AGE, 

239 W. 39th St., N. Y. City 














FORTY YEARS OF WELL-ROUNDED 
HARDWARE experience for hire. Have been 
clerk in builders’ hardware department, head of 
paint department, head of heavy hardware de- 
partment, cutlery buyer and general buyer for all 
lines. Address Box D-704, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN—SIX YEARS SELLING BY- 
CYCLES to the hardware and sporting goods 
trade of the southwest. Twelve years selling 
hardware, sporting goods, builders’ supplies, in 
southern New York State. Eight years with lasi 
firm. Best of references, and can go anywhere. 
Address Box D-660, care of Harpware Acer, 
239 W. 39th St., New York City. 


SALESMAN, 18 YEARS’ EXPERIENCE 
SELLING the wholesale and retail hardware 
trade, luggage manufacturers and industrial in 
Indiana, Michigan, Illinois, Wisconsin, Minnesota, 
Iowa, Nebraska, Missouri, Kansas and Colorado, 
proven sales ability and dependability, desires 
connection with a first class manufacturer. Ad- 
dress Box D-656, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


SAL ESMANAGER — FOURTEEN YEARS 
VARIED experience with cne of most successfut 
arpliance distributors in the country. Qualifiea 
for connection as Manager Appliance Div. jol) 
hing house, District Manager, or Manufacturer's 
Agent. Now employed. Address Box D-713, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 








Young married man of twenty-seven 
with five years’ chain store and hardware experience; 
window trimming and counter layout a specialty be- 
sides a good knowledge of all phases of store opera- 
tion; also linoleum mechanic and glazier. A perma- 
nent location desired with future dependent upon 
ability and production. 


Address Box D-687, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 














GENERAL HARDWARE MAN WITH twenty 
years’ experience in both retail and wholesale 
trade open for a position November Ist. Will 
go anywhere. A-1 references. Address Box 
D-686, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





HARDWARE MAN, EXPERIENCED IN 
HEAVY and shelf hardware, electrical, gas and 
gasoline appliances, store management, window 
decorating, and servicing all items sold by lead- 
ing hardware stores, desires a position in Ore- 
gon, Southern Washington or Northern California. 
Address—Wm. R. Abplanalp, 1137 West 9th St., 
Albany, Oregon. 


BOOKKEEPER, ACCOUNTANT, 29, MAR- 
RIED, 10 years’ experience in hardware and 
electrical supply fields. Capable of taking com, 
plete charge, preparing financial statements, tax 
returns, etc. esires a permanent or part time 
position in the above fields—one requiring initi- 
ative and responsibility. Address Box D-653, care 


of Harpware AcE, 239 W. 39th St., N. Y. City. 








SALESMAN, 28 YEARS OF AGE, energetic 
ambitious, capable, seeks connection with manu- 
facturer or jobber of electrical or hardware spe- 
cialties. Several years’ experience both inside 
and outside contacting dealers. Any location 
considered providing opportunity for advancement 
in return for productive efforts. Address— 
Harold Sanger, 171 Berkely Street, Rochester, 
me Bs 





WE ALL KNOW THAT THE retail hard- 
ware trade must merchandise on chain princi- 
ples; here is your chance to employ a man used 
by a chain for 8% years to build volume in 
hardware and general merchandise. A _ real go- 
getter. Specialized in shortcuts to greater profit. 
An interview will convince you. Address Box 
D-722, care of Harpware Ace, 239 W. 39th St., 
N. Y¥. City. 





SALESMAN, EXPERIENCED, 40 YEARS 
OF age, married, gentile, desires to represent a 
reputable manufacturer in the Central States, 
well acquainted with the jobbers, chain stores, 
dept. stores and retail trade. Not afraid of 
hard work, and will produce substantial volume 
of business. Reference of the highest type. Ad- 
dress Box D-725. care of Harpwarr Acer, 23: 





W. 39th St., N. Y. City. 


W. 39th St.. New York City. 


PURCHASING AGENT, 9 YEARS’ EX- 
PERIENCE in the wholesale hardware and 
electrical manufacturing field. Age 29. Now 
employed. Desires position with future and ee 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
D-665, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





SALES CORRESPONDENT AND STATIS- 
TICIAN DESIRES position as assistant to presi- 
dent or sales manager of progressive manufac- 
turing concern. Experienced in all departments. 
Age 44. Reliable, sober, industrious. Associated 
with hardware industry 20 years. Qualified to 
organize, direct and supervise advertising, mer- 
chardising and sales campaigns. Address Box 
D-716, care of Harnwarr Ace, 239 W. 39th St., 





W. ¥. ‘Coop. 





Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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[Positions Wanted fs 





| — Accounts Wanted 

















SALESMAN DESIRES POSITION. HAS 
TWELVE years’ experience selling the hardware, 
building, fishing tackle, and sporting goods trade 
of Southern New York State. Manufacturer’s 
line desired, but would consider a specialty ling 
for large jobber. Best of references. Can go 
anywhere. Address Box D-727, care of Hakp- 
warE AcE, 239 W. 39th St, N. Y. City. 


ENERGETIC RELIABLE DRUMMER 
LOOKING FORWARD to the _ future, wants 
position, salary or commission. Ten years with 
one firm covering New England hardware mil! 
supply and automotive trade; familiar with gen- 
eral hardware, electrical appliances and automo 
tive—good following with above trade. A  pro- 
ducer. Address Box D-729, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


OHIO, MICHIGAN AND KENTUCKY, 
ALSO second territory, New York State except 
New York City. Forged tool line, some estab- 
lished trade. Advertised, favorably known. Only 
men calling on mill supply, wholesale jobbers 
and large retailers with kindred non-competing 
lines considered. Must cover territory at regular 
intervals. Address Box D-712, care of Hakxp- 
ware Ace, 239 W. 39th St., N. Y. City. 




















WELL ESTABLISHED PAINT COMPANY 
(still under management of son of founder o1 
company formed in 1872), manufacturing popu 
lar-priced brand, is interested in enlarging s~ 
organization and would like to hear from active 
experienced salesmen in states of Florida, Kansas, 
Texas, Maryland, New York, Rhode Island and 
Oklahoma. Address Box 1-726, care of Harp- 
warE Acre, 239 W. 39th St., N. Y. City. 


SALESMEN FOR ALI. TERRITORIES hav- 
ing one main line and wanting a side line that 
will more than pay their traveling expenses, can 
secure such side line provided they call on stores 
handling gift and furniture items. If you can 
sell novelty furniture, '!amps and mirrors, write 
giving full details. 10% commission. Address 
Box D-715, care of Harowarr Ace, 239 W. 
39th St., N. Y. City. 








VANUFACTURER'’S REPRESENTATIVE 
DESIRED TO SELL. nationally-known line ot 
builders’ hardware on commission basis. Mus 
be well established with the trade. State lines 
handled, and territory covered. Address Box 
D-711, care of Harpawarr Acer, 239 W. 39th St., 
N. Y. City. 


WANTED: SALESMAN ALL ~~ TERRI- 
TORIES TO sell competitive paint and varnish 
remover as a side line only. Wonderful oppor- 
tunity for those having contacts with hardware, 
paint and upholstery dealers and jobbers. Liberai 
commission. Address—The Chemical Products 
Co., 1601 Warner St., Baltimore, Maryland. 


SALESMAN WANTED BY NATIONALLY 
KNOWN net price catalog house to call on 
hardware jobbers and retailers, good territory 
open on commission basis. State companies you 
now represent and territory covered. Address 
Box D-720, care of Harpware Acar, 239 W. 39th 
a, i. ee Cop 





SALESMEN CALLING ON HARDWARE 
JOBBERS, also dealers, to sell Strong Made line 
of weed cutters. These cutters have quality plus 
price. Six years on the market. States open 
Louisiana, Mississippi, Arkansas, Kentucky, por- 
tions of Georgia, North and South Carolina and 
Virginia. Address—Strong Made Cutter Com- 
pany, Tampa, Florida. 








SALES REPRESENTATIVES, MANUFAC- 
TURERS’ AGENTS, side line salesmen wanted 
for fast selling paint specialty for the following 
states: Maryland. Delaware, West Virginia, Vir- 
ginia, North and South Carolina, Georgia, Ala- 
bama, Louisiana, Ohio, Kentucky, Tennessee. 
State references and qualifications. Address 
Gillespie Varnish Co., 131 Dey St., Jersey City, 
N. J 





WANTED: MAN TO SELL SCREW plates, 
taps, dies, etc., on commission to the hardware, 
jobbing trade in the south, southwest and parts 
of middle west. Address Box D-728, care ot 
Harpware Ace, 239 W. 39th St., N. Y. City. 


NOVEMBER 16. 





1939 








PAINT BRUSH 
SALESMEN 


Advantages of position: we 
pay salary, expenses, bonus, 
furnishtransportation. Large 
organization. Nationally 
prominent. Well-established 
organization offers sceurity. 
opportunity for advance- 
ment. Superkleen Paint 


Brushes high quality prod- 
uct attractively priced. Mil- 
lions of brushes sold annual- 


ly. Backed by 


vaerchandising plans. 


modern 


Disadvantages: work at fast 
pace. Numerous Sundays 
away from home. Great 
amount of travel. 
Appointment by letter only. 
No exceptions. ‘ 


Neat methodical application 
and completeness of details 
factor in securing interview. 
Write, state age, experience, 
qualifications, education, sal- 
ary requirements, references, 
etc. 


Preference given to men ex- 

perienced in wholesale hard- 

ware-paint trade with tan- 

gible proof of ability to pro- 

duce orders. 

DEVOE & RAYNOLDS CO., INC. 
A. H. MOHRHUSEN, 
Manager Brush Division, 


460 Smith Street, Brooklyn, N. Y. 








| —s Accounts Wanted | 











SALESMAN WITH 30 YEARS’ PRACTI- 

CAL EXPERIENCE traveling New York state 
seeks a couple of good lines te sell to hardware 
dealers in this territory on commission basis for 
1940. Knows the trade thoroughly and can sel: 
goods. Excellent references. Address Box D-71i7, 
care of Harpware Ace, 239 W. 39th St., N. Y 
City. 
MANUFACTURER'S AGENT WITH SIX- 
TEEN YEARS’ EXPERIENCE calling on the 
hardware, mil! and electrical supply trade desires 
one other A-1 line on a commission basis for 
Pennsylvania, Delaware, Maryland and _ District 
of Columbia. Address Box D-677, care of Harp- 
warRE AGE, 239 W. 39th St., N. Y. City. 











A YOUNG MAN OF FIFTEEN YEARS’ 
hardware experience who now successfully rep 
resents a nationally known corporation in nine 
South Eastern States wishes to go into business 
for himself as manufacturers’ agent. He is per 
sonally acquainted with buyers and executives 
of the outstanding hardware jobbers in this terri 
tory and is interested in contacting established 
manufacturers of worthwhile hardware lines de- 
siring representation in the South East. Refer- 
ences available. Address Box D-721, care of 
Harpwarr Ace, 239 W. 39th St.. N. Y. City. 

ESTABLIS : ED MANUFAC TURERS’ 
AGENT WELL LIKED by trade can merchan- 
dise an additional line offering permanent sales 
possibilities in Texas or Texas and Oklahoma. 
Line wanted for retail or jobbing hardware trade, 
department stores, variety or chain stores, pre 
mium or furniture outlets or all. Address Grover 
C. Stanford Agency, Dallas, Texas. 








DO YOU NEED MORE DISTRIBUTION 
in Wisconsin? Experienced salesman will leave 
present connection to affiliate with a few high- 
class manufacturers on straight commission basis. 
Only those where possibilities of substantial profit 
will be considered. Address Box D-723, care ot 
Harpware Ace, 239 W. 39th St., N. Y. City. 





CUBA. MANUFACTURERS’ REPRESEN 
TATIVE COVERING CUBA periodically and 
well connected with the hardware importing trade 
can now give an additional line a very satisfac- 
tory representation throughout this territory. Sales 
to best accounts only. Straight commission basis. 
References and full details upon request. Ad 





dress Box D-709, care of Harpware Acr, 23‘ 
W. 39th St.. N. Y. City. 
INCREASE YOUR SALES AT LOWER 


COSTS in the Southeast. We have over 15 
years’ proven selling and promotion experience 
of first quality lines to wide list of hardware and 
electrical jobbers throughout Carolinas, Tennes 
see, Florida, Alabama and Mississippi, and can 
develop limited additional lines now. Write full 
details to--Box D-714, care of Harpware AGcr, 
239 W. 39th St., N. Y. City. 











| Basiness Opportunities | 








MANUFACTURERS’ REPRESENTATIVE 
Calling on the Wholesale Hardware & Mill 
Supply Trade in 
New York City and Metropolitan Area 
WANTS ADDITIONAL LINES 
on commission basis 
Address Box D-644, care of HARDWARE AGE, 
239 West 39th Street, New York City. 








WE WILL PURCHASE FOR CASH 
Any Quantity of 
HARDWARE—TOOLS—PAINT, ete. 

Write what you have to offer. 

MAZER BROTHERS 
The Bourse ° Phila., Pa. 
Note: We are also cash buyers of entire 
stocks of merchandise—no stock too large or 
too small. 











Manufacturers or Direct Representation 


Long experience with Metropolitan and 
Long Island trade. Jobbers, retail and mill 
supply. Have car. Ready to go. 


Address—0O. E. WATTS 
3014 Snyder Ave., Brooklyn, N. Y. 








WANTED TO BUY 


Complete manufacturing business or part 
which can be moved to our establishment. 
Interested in established item, but will con- 
sider new item. Will also consider dis 
t-ibutorship of nationally advertised item. 
Send complete information to 

J. V. MORSE, 2452 S, 

Avenue, Chicago, Illinois. 


Michigan 














MANUFACTURER’S AGENT HAS POTEN- 
TIAL OUTLETS in Southern California to 
hardware, mill supply and sporting goods jobbers, 
department stores and large retail outlets on 
electric appliances, sporting goods, cutlery, alum- 
inum and enamel ware, lawn mowers, tools, 
builders’ hardware, and hardware items. Ware- 
housing space, billings, collections, selling service 
can be supplied. Satisfactory credit information. 
Address Chas. E. Mockbee Co., 784 Gladys Ave., 
Los Angeles, Cal. 


WANT TO BUY HARDWARE AND paint 
store within 100 miles of New York City. Turn 
over between $10,000 and $15,000 annually. Send 
complete details. Address Box D-708, care of 
| Harpware Ack, 239 W. 39th St., N. Y. City. 








ONE HAVING SOME CAPITAL TO invest 
in a fast growing hardware business. Having 
draw of 20,000 population. For details write 
Box D-724, care of Harnpware Ack, 239 W. 39th 
St.. N. Y. City 











MORE SHOTGUN SALES WITH MARLIN 
Model 90 


OVER & UNDER 








RETAILS AT 





9. 


* This perfectly balanced, quick-pointing, fast- shooting 
beauty will lift your shotgun sales! Made by Marlin 
for a lifetime of reliable service. Hammerless, direct- 
line locking, cocks on opening. 12, 16 and 20 gauges 
and .410 bore. Send for catalog and dealer’s price today. 


The Marlin Firearms Co, view ttoven, Com 


Moulded RUBBER GOODS & Specialhe 














PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


. 


> 








display stand 


FREE 


gust buy 8 dozen 
ib. Cross TACKS 

















from your yobber 


CROSS 


EAST JAFFREY,N.H. 











Genuin° TOMES 2/ SILENCE 


SLIDE SILENTLY - SOFTLY- SMOOTHLY 


| d0c SET-10c SET-10c SET SAVE FURNITURE 
(\) & FLOORS-C 


CREATE QUIET 


f Silence 


de 


Ask your Jobber supplied write fo 


DOMES of SILENCE me 35 Pearl St., N.Y. C. 





112 











Oundex SJco Adwertirew 





The Dash (—) Indicates that the Advertisement Dees Not Appear in This iseue 


A 


Abrasive Prod., Inc. 
Acme Steel Company .......... 
Ade-O-Matie Co. 
All-In-One a Co. 
Allen & Co., Ee OceeGCC6s eK 
Allen Mfg. ce, BED cescccccce 
Aluminum Goods Mfg. Co. 
American Chain & Cabie Co., 
American Chain Div. 
American Fork & Hoe Co., The. 
— Sponge & Chamois Co., ° 
BE, cocccccoeseccsscaccccece 
American Steel & Wire Co. ° 
American Thermometer Co...... 
American Thermos 
TP 6b wanadOdes.cedoae cosas 
American Turpentine 
Assoc., Cooperative ......... 
Ames Baldwin, Wyoming Co... 
Animal Trap Co. of America. 
A-cade Mfg. Co. 
Archer- Daniels-Midiand Gh cece 
Armstrong-Bray & Co. ........ 
Armstrong Bros. " ool Co. ...... 
Asbestos Textile ( mpany, Inc... 
Atkins & Co., E. >" 
Automatic Products~Co 
Avery Adhesive 





B 


Babcock Co., W. W. 
Baker, McMillen Co. 


Barrett Co., The ....... 
Bartlett Mfg. Co. .. 
Bassick Co., The 
Behr-Manning Oorp. 
Bernz Co., Inc. Otto .......... 
Best Universal Lock Co., Inc.... 
Bethlehem Steel Co. 
Bissell Carpet Sweeper Co.. 
Blaisdell Pencil 
Bomar Mfg 
Bommer Spring. Hinge Co. .... 
Bond Electric Corp., Div. of 
Western Cartridge Co. 
Borg-Wa-ner Corp. 
Boss Mfg. Co. 
este TON GR. cccccccess 
— Woven Hose & Rubber 


Boyle Co., A. 8. (Plastic Wood) 
Boyle Co., A. 8. (Three-in-One 
GE Fe). ctdscoccucscdcceccce 
Brearley Co., The ........... 
Brown Corp., W. R. .......... 
Brown & Sharpe Mfg. “Oo. 
Bushman Saw Div. .......... 
oo re ee 


Calbar Paint & Varnish Co..... 
Carborundum wo EMO cccccoes 
Carey Ce.. Tee PRM. ccccces 
Carnegie-Illinois Steel Corp. .... 
Carrolton Metal Products Co... 
Casco Prods. Corp. 
Casein Co. of America ........ 
Central Commercial Co. (Sta- we 
Champion Hardware Co., The 
Cheney Hammer Corp., vomedl 
Chicago Lock Co. ........ 
Chicago Roller Skate Co. 
Chicago Spring Hinge Co. 
Chicago Wheel & Mfg. Co. 
Chisholm-Ryder Co., Inc. . 
Clayton & Lambe-t "Mfg. Co. 
Clemson Bros., Inc. .......... 
Cleveland Chain & Mfg. Co., The 
Cleveland Wire Spring Co., The 
Clover Mfg. Co. 

Coburn Trolley Track Co. ... 
Coleman Lamp & Stove Co. .... 
Collins Co., he 
Columbia Steel Co. 
Columbian Rope Co. ........... 
Columbian Vise & Mfg. Co. 
Comfort Bed Spring Co. 
Connecticut Valley Mfg. Co. .... 
Continental Screw Co. ........ 
Continental Steel Corp. ...... 


k pe Mle Gig TRO cccccce 
Corbin Cabinet Lock ......... 
Crescent Tool Co. ......+66-- 
Crosley Corp., The .........+++ 
Cross Co., We cacccesscese 
Cycle Trades of America, Inc.. 
Cyclone Fence Co. 


D 
Damascus Steel P-oducts Co..... 


Dexter Co. od Obpecndecesrsoooae 
Diamond Calk Horseshoe Co. 
Dietz Co., R. E. 

Disston & Sons, Inc., ag ‘Henry.. 


Bottle Co., 
113 








106 
85 


108 

1 
09 
85 


Dixon Crucible Co., Joseph..... 
Domes of Silence ..........-. 
Drake Electric Works, Inc..... 
Draper-Maynard Co., The ...... 
du Pont de Nemours & Co., Inc, 

. L, Fabrics and Finishes 
Dept., Chemical Specialties... 


Eagle Lock Co. 
Eagle Mfg. Co. 
Eagle Rule Mfg. Co. 
arr 
Ree See Gg BOP socsccees 
Electro-Line Fence Co. 
Embury Mfg. Co. 
Emco Mfg. Co. 
Enterp-ise Mfg. Co. of Pa. .... 
Estate Stove Co., The ........ 
vesety Ca., TOO cccccsscesoce 


Flexible Steel Lacing Co....... 
Flex-O-Glass Mfg. Co..... 
Florence Stove 
Foster Company, Benj.......... 
Wox GhOtQUMS ..ccccccccccccss 


Galena Oil Corp...........++. ° 
Gardiner Metal Co............. 
General Electric Co. (Full Line) 
Gene-al Electric Co., Bridgeport, 

Conn., Appliance & Mdse. Dept. 
General Electric Co., Lamp Div. 
General Steel Warehouse Co., 

Inc., Bushman Saw Div....... 
Germanow-Simon Mech. Co....... 
Gibson Electric Refrigerator Corp. 
Gilbert & Bennett Mfg. Co..... 
Villette Safety Razor Co....... 
Glass Coffee Brewer Corp....... 
Goodyear Tire & Rubber Co., Inc. 
Geena BR, Giiccccccccccccec 
Gray & Duilley Oo..........+. ‘ 
Greenfield Tap & Die Corp...... 
Greenlee Tool Co......-..++0+5 
Griffin Mfg. Co.... 


Hamlin Metal Prods. Co....... 
Hanover Wire Cloth Co......... 
Hanson Scale Co.........+.+.+. 
— Hardware & Mfg. Co., 
Hawkins Co., The 

Hazard Insulated Wi: e Works... 
Heineke & Co 
Heller Bros. S becceose ecccee ° 
Heller & Co., Qrrccccsce 
Hibbard, A Bartlett Co.. 
Bilger Co., The...cccccccccece 
Hindley Mfg. is ccrccsecene e 
Hoffman Co., H........+++0+ eco 
Hoover Co. . 
Hoppe, Inc., ‘Frank A... sc..... 
Hotel Benjamin Franklin. 
Hotel Dennis ........-+-++e08- 
— Furnishings Mfrs. Assn. of 


Hoyt < “Worthen ‘Tanning Corp... 
Huenefeld Co. 


Imperial Bit & Stamp Co. ...... 
Independent Lock Co 
Indestro Mfg. C coos 
Indiana Steel & Wire Co....... 
Ingersoll Steel & Dise Div. Borg- 
Warner Corp. .ccccccccccsces 
International Harvester Co., Tne. 
i wow Div., McCormick Sales 


Jackson Mfg. Co.. 
Jaye Mfg.. Inc......... 

Jennings Mfg. Co., The “Russell 
Jones & Laughlin Steel Corp..... 
Judd Co., nage L 


Keene Machine Co., 0. 8....... 
Kell & Sons, Inc., eppuarnennede 
Keuffel & Esser Co.......- e 
Keystone Steel & Wire Co...... 
Kimble Glass Co.........++. eee 
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Ondex Sic Adwertineunr 





The Dash (—) Indieates that the Advertisement Does Not Appear in This Issue 


Klein & Sons, M....-+ceessees 88 

Kofee Koil Sales as deca — 

K-R-O Company «-ceeeeeercees os 
L 


Laclede-Christy Clay Prods. Co.. — 
Lamson & Sessions ° 
Laughlin Co., Thomas.... 
Lead Industries Assoc.......... 
Libbey-Owens-lord Glass Co..... 18 
Lightmore Appliance Corp...... -—— 
Lincoln-Schlueter Floor Machin- 
GOP Gs, 0.25 6vbsdaeacosccccec _ 
Lockwood Hdwe. Mfg. Co....... $1 
Lowe Brothers a me The. _ 
Lufkin Rule Co., 5 





M 


McCormick Sales Co., Inc., Iron 
Glue Mk. daetied-ebdebees we 163 
McDonald Mfg. Cig My Revvsees -- 
McGill Metal Prods. GRicccoece 105 
McKinney Mfg. Co............. 81 
Majestic Company ............ -—— 
Manning-Bowman Co, .......... => 
Ma~ble Arms & Mfg. Co........ — 
Marlin Firearms Co., The..... 112 
Marvel Rack Mfg. _ 
Master Lock 113 
Master Rule Mfg. Co., Ine 
Maze Company, W. H 
Merchandise Mart, The. oobe 
Metal Textile Corp.......... 
Miami Cabinet Div. 
Pee GH Geis cccsccdecce 
Micro-Lite Co., Imc.......+2-s% 
Milcor Steel Co.......... re 
Miller, Inc., Robert E.......... 
Mille-s Falls Co 
Moore Enameling & Mfg. Co., 
WD do abt bbs behets ese esones 51 
Moore Push Pin Co 
Morse Twist Drill & Machine Co. — 
Mossberg & Sons, Inc., O. F..... _ 
Murphy's Sons Co., Robe-t..... — 
Murray Ohio Mfg. Co., eee 16 
Myers & Bros. Co., The We Mose 8 


N 


Mattenel Feed Cdiscccciscccces —_ 
National Mfg. Co.............. 10 
National Screw & Mfg. Co., The — 
New Haven Clock Co., The.... — 


Pee Bee Gig BOBccccccsccess ae 
Nicholson File Co..... BRccdece _ 
Noblitt Sparks Ind., Inc........ — 
Norcross & Sons, C. 8.. oe 






Ce Mi, Ds bcaciccecccson — 
Oliver Iron & Steel Corp. ° 
O'Neil Duro Co....... cccccce 

Owens-Illinois Can Co.......... 53 
OxferG Teel Os... .ccccccccccce 109 





Page Seed Co., The............ 
Paine Company, The 
Parker Co., Charles... 












Patent Novelty Co.......... 
Pease PRI OS. vacccocscccces 
Perforated Pad Co..........++:. _ 
Peters Cartridge Div........... —_ 
Petersen Mfg. Co........see00s _— 
Pittsburgh Plate Glass Co. 
(Pennvernon Div.) ......... 15 
Pittsburgh Steel Co............ co 
Plastic Prods. Company........ —_ 
Plumb, Inc., Fayette R........ _- 
Plymouth Cordage Co........ = 
Plymouth Rubbe- Co., Inc. 109 
Porter Cable Machine Co. _ 
Premax Products 95 
Proetor Electric Oo....... -. 83 
Progressive Mfc. Co., Inc....... 101 
Puritan Cordage DES i vccac -- 4 
R 
Raybestos-Manhattan, Inc....... —_ 
Ray-O-Vac Co. ......++- -. 114 
Reading Hardware DIR cciccccce _- 


Remington A-ms Co., Inc....... — 
Republic Steel Corporation..... 4- 


NOVEMBER 16, 1939 





“3 Steel Corporation (Wire 
Di VISION) «0 seers eeverereees -- 


Rich Ladder & Mfg. Co., The... 
Richards-Wileox Mfg. Co....... 
Rittenhouse Co., Inc., A. E..... 
Rixson & Co., Oscar C......... 66 
Robertson, Arthur R........... - 
Rochester Sash Balance Co., Inc. 106 
Rogers Isinglass & Glue Co..... - 
Roper Corp., Geo. D........... -- 
Rotenone Prod. Co., Inc........ - 
Ruby Chemical Co..........2... 
Russell, Burdsall & Ward Bolt & 
Bee GE. scecescesceccoseses 
Ryerson & Son, Inc., Jos. T.... 








Ss 

Samson Cordage Works......... 87 
Sand’s Level & Tool Co........ 107 
Sandvik Saw & Tool Corp....... 113 
Savage Attia Corp... cccccccccs 

Schacht Rubber Mfg. Co........ 116 
Schaefer Brush Mfg. Co.. ed 
Schalk Chemical Co............ 100 
Schatz Mfz. oo 
Schlueter Mfg. Co......... oo 
Schollhorn Co., “% WRrccoes 91 
Sentinel Radio Corp. .......... _ 
Shapleigh Hardwa-e Co......... 

— Bronze Powder & Stencil 

Shelby Spring Hinge S Knemam * 87 
Sherman Mfg. Co., H. B....... 102 
Showcarder, Inc. .......s000+% _ 
Be Gi. BWeBvcccccccccecccce 

BEUOP EGO Co.cc ccccvocccscecs 101 
Pe Sy W.  sebecccgene —_ 
Gentth & Ce., D. Bu..ccccceccces _ 
Smith, Inc., Landon P.......... 115 
Smith & Sons, Seymour........ 94 
Soilicide Lab., Inc..... = 
So-Lo Works, Inc. 106 
Speedway Mfg. Co... oo OD 
Standard Fence Co............ 17 
Standard Steel Prods. Co...... 95 
Stanley Tools, Div. of the Stan- 

Me WH bass dececcoceeas 6 
Beamer Wetee, TNO. .cccsccsvcs — 
Star Heel Plate Co............ — 
Stevens Arms Co., J........-0% _ 


Stewart Iron Works Co., Inc., 


he 
Swing-h: Way Steel Prods. Co... — 


T 


Saylor Instrument Companies... 12 
——- Coal, Iron & Railroad 


Tenaneees Serres 107 
Themgees & Son Co., The Henry 
Tobacco’ “By-Prods. & "Chemical 
Eee Pare oe err 97 
TORSO, Bi Woes ncccsccscocse _— 
THe FESR MEE. GOcccccccccse 108 
TN  watad dosed dbescdene 97 
Tiplex Screw Co., The......... 87 
Tubular Rivet & Stud Co....... 105 
Turner, Day & Woolworth Han- 
GD GB. ccvcccsccccceccscece 105 
U 
Union Fork & Hoe Co., The.... — 
Union Hardware Co........... 69 
We eb Me Mc cbnccccecee 17 
United Stove Co.........e0200s _— 
Universal Equipment Co........ ae 


Utica Drop Forge & Tool Corp. 


Vv 


Vanghan & Bushnell Mfg. Co... 
Vaughan Novelty Mfg. Co., Inc. 
Vent-A-Hood Co., The..... ° 





Vischer Products Co. 
Vita-Var Corp. ......... 
Vichek Tool Co. 9 BEG csccccevs 
w 
Wabash Appliance Corp..... ee 
‘Wagner Mfg. Co........¢. cove 
Wall Kope Works, IMC... cccscge 
Warren Tool Corp....... covces 
Warwood Tool Co.........+. oe 
Washburn Co., The..... Coccce ° 
Western Cartridge Co....... eee 
Weetfield Mfg. Co........0+++- 


bet ~perncee Electric & Mfg. 


Wickwire Brothers 
Winchester Reprating Arms Co. 
Wiss & Sons Co., J e 
Weod Shovel & Tool Co..... coe 
Wooster Brush Co........ 
Wright Steel & Wire Co., G. 'F. 





a 
Yale & Towne Mfg. Co., The.. 
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Master Jock Company _ 
Largest Manufacl: 
MILWAUKEE. 


5X Lub ive Pa. LK 
WIS.,.U.S.A. 


Werkd's 




























co. 


PA.. 






pin 
PHILA. 






n3 BERKLEY STREET, 


HERMDS 


TRADE MARK 





BRAND VACUUM WARE 


MADE ONLY BY 


THE AMERICAN THERMOS BOTTLE COMPANY 
NORWICH, CONNECTICUT 

















4 UN! 


MORE PROFIT 


Insured against sticking, swelling, corroding any time--or we re- 
place with a new flashlight complete with fresh batteries free! 


Finely RAVOVAL 


Your gross profit is 9c every time you sell at 2 for 25c--the 
largest net profit in the industry. Below, the display unit of 24 
Ray-O-Vac Leak-Proof Unit Cells. Cost you $1.92; Brings you 
$3. Order today from your wholesaler. 





—z 
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> | ae 


114 HARDWARE AGE 











OOls 


BRING RAPID TURNOVER 





P13 3’ Wall Scraper 
6S¢c 


wl Su 
i‘’ Putty Knife 45c¢ 


P 102 Household Model 10¢ 


RED DEVIL PUTTY KNIVES 
& WALL SCRAPERS 


The P 1 line has fine cocobolo handles, P 13 line has 
new Tenite handles. Many other models, sizes from 
1 to 4” with Stiff, Flexible or Super Flex Carbon 
Tool Stee! Blades. Unequalled for quality, price and 
profit 


Ate. Ge 
= 5 & Y ; 
ba 


No. 210...$3.00 


RED DEVI! GLASS PLIERS 


Now Full Chromium Plated! Takes place of every 
plier to 10°’. Takes thick glass or thinner. Power 
ful leverage gives line cuts without effort. The 
Leader’ of a ful! line of glaziers’ pliers 


DIAMOND POINT DRIVER 


5 times as fast—automatically drives points at ma 
chine gun speed into hardest wood—from any angle 
Holds clip of 100 Diamond Points 


v< 


Also TRIANGLE and other 


points, in all sizes, 5ca box up 


LANDON P. SMITH, INc. 
IRVINGTON, N. J. 


Please send the new 68 page 


RED DEVIL CATALOG NO. 17 


We are interested in dealer helps on: 


ad 
MODERN:LINE 
PLATED 


GLASS CUTTER 


New standard handles 
on all models. Heavily 
plated and polished. 





Perfect finger rest. 
Long-life, machine 
made uniform alloy 
steel wheels. 


Oversize hard bronze 
axle, smooth opera- 
tion. Pregreased. 
Rustproof. 


Packed in New Visible 
Display Box 














\D) ’ No. 13 10c 
, JAK-NIFE RAZOR 
BLADE HOLDER 
The biggest 10¢ value—uses any single or double 


edge blade. Over 100 uses as a knife, cutter or 
scraper. Locks at any angle. Blade entirely covered 


when closed 


No. 27 $3.70 


No. 28 99¢ 
¢ 


RED DEVIL ROLLER STIPPLER 
with 6’ replaceable cover. 


Cuts stippling time and costs 50 Does quick, ef 
fortiess, perfect jobs. Also, No. 29 Deluxe Model 
with long handle $4.00 and Household Model No 
25 with 3” cover for tight places and stencil work 
$1.49 





RED DEVIL WOOD SCRAPERS 


Shaped and balanced perfectly. Double edged. Two 
replaceable blades save sharpening and bring re- 
peat sales. A complete highly profitable line. NOW 
can be had with one serrated blade and one sharp 
edge blade at no advance 


RED DEVIL ELECTRIC 
PAINT CONDITIONER 
Mokes fresh paint fresher and old stock fresh. For 
Pint to Gallon Cans. 1350 scientific shakes a minute. 
Mors neither can nor label. Increases paint sales 
many times. Sturdy and low priced. Also quart and 
5-gallon models 


No. 10 3 for 10¢ 
GRADY AXE AND 
HAMMER WEDGES 


They bite into the handles and “hold like a fish 
hook no loosening. Genuine steel—fastest selling 
wedges. 7 sizes from 3 for 5c, to 2 for 15¢ 


COMPANY __ 


ADDRESS__ 


[ }Red Devil Glass Cutters | ]Red Devil Paint Conditioners 


‘New Red Devil Products - 


NOVEMBER 16, 1939 


a 








Now’s the Time to Feature 


DAISY “Blue Ribbon” SOLES 


This year, increase your sales and profits on soles by featuring Daisy Blue 
Ribbon Soles. They come on exceptionally attractive sales cards, they 
are rich and inviting in tread design, they look like the superior value 
they really represent, and they stick tighter because of the Schacht 
Patent No. 1917737. By actual test you will find no other sole will stick 
as tight as will Daisy Blue Ribbon Soles. And—no other sole sells faster 
or gives such complete satisfaction. 


When you order Daisy Blue Ribbon Soles, be sure to also order the new 
DAISY HOSE PINS—also DAISY Kitchen Spatulas, Rubber Heels, 
Plate Scrapers, Kneeling Pads, Sink Stoppers, Toilet Repair Kits 
and the other DAISY Household Articles. 


Write today for the Daisy Catalog of Fast Selling Household Rubber Products. 
Call Your Jobber or Write Us Direct 


SCHACHT RUBBER MFG. COMPANY 
HUNTINGTON, INDIANA 


“BLUE RIBBON 


mn aa pi | 
coma? Si 











CONSUMERSknow- 
DAISY 


RUBBER GOODS 


@Are Tops in 
QUALITY 


@ Represent Unusual 


VALUE 


e Always Give Perfect 
SATISFACTION 


ICE scuaceT RUBBER MEG, CO. 
Sarl hake 


KITCHEN SPATULA 








